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CREATE PREFERENCE: 


Step THREE in Mechanized Selling 





to Mechanized Mining cee 


CREATE 
PREFERENCE 
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... vital to sales when the chips are 
down and brand choices are made. 


ANY INDUSTRIAL SALESMAN will tell you that respond because they look to Coat Ace for help 


PREFERENCE is the major goal he seeks for his in making their jobs easier, and more productive 
products. He knows that if enough of the people (far more of them today than ever before!) 
who influence buying can be convinced of They are your PREFERRED PROSPECTS, too — each 
values to them, his job of getting orders is well subscriber must conform to rigid quality speci- 


on the way. But he also knows it is hard to see fications, and pay $5.00 for his subscription 


these important people often and long enough 


to do the iob alone 


Records of advertising results over the years 
demonstrate that consistent product advertis- 
ers enjoy definite PREFERENCE advantages! 


COAL AGE for preference: Manufacturers selling 
mining depend on Coat AGE to take their sales 
points to the industry creating preference 
for their products among top executives, oper- 
ating officials, engineers, safety men, electrical 


and maintenance men, foremen, etc. Coal men 


ABC + ABP 


. where editorial values produce advertising values for advertising results 


A McGRAW-HILL PUBLICATION 


Such men really want to know, and can act in 


choosing your products. 


Preference for COAL AGE: Since Coat Ace de- 
livers such outstanding “preference making’ 
values, it is natural that for years 
—more manufacturers have advertised in 
COAL AGE than any other coal mining 
publication 
— half and more of COAL AGE advertisers 
rely on COAL AGE alone to win prefer- 
ence for their products. 
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Mill Supplies now greets its friends 





with a new and more | 


With the May issue, MILL SUPPLIES became INDUSTRIAL 
DISTRIBUTION —a name more truly descriptive of the field it serves. 


During its 38 years of publishing service to industrial 
distributors and their salesmen, MILL SUPPLIES has been 
a powerful force in the progress of the industry. No other 
magazine has been closer to the problems of its readers or 
more intimately aware of the day-to-day trends affecting 


their operations. 


The actual change in name, therefore, comes as no sur- 
prise to its readers and advertisers. Several years ago, 
MILL SUPPLIES recognized that its title was fast becom- 
ing outmoded and no longer indicative of the field it serves. 
At that time, it added “The Magazine of Industrial Distri- 
bution” as a part of its title. 


an old fricnd with a now 








The complete change to INDUSTRIAL DISTRIBUTION 
at this time was prompted by the desire of industrial dis- 
tributors, from coast to coast, to standardize on terminology 
in describing their business. Their request was in the form 
ofa resolution unanimously adopted by the National Affairs 
Committee of Industrial Supply Distributors, and approved 
by a poll of the industry, conducted by the Associations. 


Thus, MILL SUPPLIES, the publication that has served 
industrial distributors and their salesmen for 38 years, 
becomes INDUSTRIAL DISTRIBUTION. Only the name 
is changed! Its publishing policies and plans remain ex- 
actly the same. 
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Industrial Manufacturers Interested 


In Charging f 


By JOSEPH P. ALLISON 


YOL 


provide your dealers 
catalogs, advertising lit 


D° 


with 


rature, and promotional material 


ree of charge’ If so you are fol 
ving the majority practice accord 
‘to the more than 350 companies 


\IAR 
1,000 


replied to INDUSTRIAI 


‘GS recent survey ot 


esentative manufacturers. 


the survey was conducted in an 


to answer a question raised 


important industrial adver 


[his company had issued a cat 


” of its ent line 


re equipment 
ind had proposed providing dealers 
copies. In order to combat 
aste in its distribution, the com 
onsidered charging the dealer 
The 
that a 
would insure the dealer’s ap 


4traction of the cost manu- 


lacturer believed nominal 


tion and use of the catalog. 
Of the respondents to the 


niaire, only 26 


ques 
companies 
/ ) reported they have made a 
thare f¢ ir 


catalogs provided to 


leale len of these said the 
charge was 50% of the total cost 
whil the remainder indicated 
Marges varying from 100% to 
25e% ; 

Sixiy companies said they have 
‘arged for advertising literature 
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or Catalogs, Literature 


IM survey reveals trend—nominal charges 
for printed matter to assure more efficient 


distribution. Vast 


and promotional material, and 52 
said this cost has been shared with 
dealers. 

The practice of making a charge 
for catalogs is confined to those in 
the 
comparatively 


dustries in this survey where 


cost of pr xluct is 
Included in this were 


low. group 


othcee equipment and supplies, indus 
household equipment, 


trial and 


packaging and display materials, 
pneumatic equipment, and wire re 


corder companies. 


Opinions Differ Widely 


Those who replied in detail indi 
cated a wide difference of opinion 
on the question of providing cata 
either on a cost or nominal 


} 
1OYsS 
charge basis. 

\ frequent response was typified 


ot 


by that of one manufacturer 
lubricating systems who said, “We 
would like to know the answers 
ourselves.” 

Among the reasons given by 


manufacturers for not making 
charges for sales helps were com 
petition within the industry, estab 


lished practice, and the belief that 


waste distribution is a_ negligible 
factor. 
One typewriter manufacture 


said, ““When we had the field to our 
selves, we charged dealers for much 
full cost 
and not for the purpose of recover 


promotional material—not 


majority 


still ‘'free.” 


ing part of the cost, but to reduce 
.. Competition kicked that 
policy in the teeth.” 

\nother manufacturer said, “We 
have never been able to charge mer 


waste. . 


chants for sample books, advertis 
ing material, or samples because 
trade practice of long standing in 
the paper industry places this in the 
lap of the manufacturer.” 
contrast to 
the field 
plans to share costs on new 


This 1s in another 


company in same which 
sales 
material now in production. 
\ bearing manufacturer said, “If 
other companies in our industry 


charge dealers for catalogs, we 
would jump at the opportunity t 
make a charge... . In total, the ex 
pense to our company is considet 


able.” 


‘Free Catalogs Good Gamble’ 


In the machine tool industry one 
manufacturer minimized the impor 
distribution. “Of 


tance of waste 


course,’ he said, “one must expect 
the 


can 


waste in 
but I 
nominal 


a certain amount of 
distribution of catalogs, 
that a 


would enhance the dealers’ appre 


not agree charge 
ciation and use of the catalogs, or 
In fact, it might 
tend to minimize the distribution of 
the 
always be willing to gamble on a 


minimize waste. 


catalogs. I personally would 


catalogs being wasted on the 
(Continued on Page 48) 


few 
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Partners in Progress 





We believe that Mr. Chalmers’ review of current problems of industrial 


advertisers, agencies and business papers is thought-provoking, 


and helpful. Without pulling any punches, he offers his opinions: 


Circulation control and analysis. 


Pricing of advertising space. 


SNSVPwWwnN> 


Percentage of editorial and advertising content. 


Readership and effectiveness of advertising copy. 
Costs of advertising space and production. 


"Protection" when advertising rates are increased. 
Flexibility of advertising budgets. 
Allocation of advertising expenses. 





BUSINESS newspaper has 


function to perform 


thaw 


only one 
to inform the business man. 

It is a channel of information and 
education. Its job is to publish that 
and information 


that is essential to the business man 


specialized news 
ind which he can obtain in no other 
way: news of markets and prices 
news of new products, new methods, 


new machines, new 


labor, 


legislation, etc. 


developments 
in the field of science, tech 


nology, 


The story of new products and 
new methods that the business news 
paper carries to industry is_ told 
in part in the editorial pages and 


in part in the advertising pages 
Pull In Every Page 


Che ideal to be sought in business 
paper publishing is to have every 
advertising page as significant and 
reader as 


important to the every 


editorial page. I might almost add 
“and vice versa’ because I have 
known business newspapers that 


not as 


were interesting in their edi 


torial pages as in their advertising 


op-rate business 


editorial 


new spapel 
that 


business 


renders an service 
indispensable to 
nen in its field. This, in turn, cre 
sted audience, hungry 
about better ways 
\When the business paper has done 


provides a setting 


1 
i 


The 


mood or 


for the advertiser’s message. 


audience is there: their 


“mental set’ is right. But what it 
sells to the advertiser at that point 
It is up to the ad- 
make 


use of that space. Poor copy makes 


is white space 


vertiser himself to effective 


a poor advertisement even in the 

world’s best business newspaper. 
Let us discuss these three phases 

of the editorial 


business paper 


service, circulation or “audience” 
and the use of its advertising pages. 

he heart of the business news- 
paper is its editorial service. 

The business man who reads the 
business newspaper in his field ex- 
deal of it. It 
“bible,” and people demand author- 


itv in their bibles 


pects a great is his 


he business newspaper begins 
where schools and colleges and text 
hooks leave off. It is a text-book 
that never gets out of date, because 
every issue brings business and in 
dustrial knowledge up to the minute. 
It does a job that daily newspapers, 
radios do not do 


magazines and 


and cannot do 


Advance Guard For Business 


lo do its job well it must be 


iware of the needs and problems of 
business even before they are well 


understood by business men them- 


selves. It must serve as a medium 


ot exchange of information. It must 
as the | 


serve eader and promoter of 


every important advance in tech- 


informative, 


By FLOYD S. CHALMERS 
Executive Vice-President 
Maclean-Hunter Publishing Com: 
Toronto 


nological methods. 
positive industrial thinking. It 
once a forum and the leader 
crusades. 

It must be a part of its field 
vet preserve a sufficient 
detachment to give it better pe! 
tive than is possible for the mat 
is chained to an executive de 
fanning 


must trends, 


flame of 


sense 
constructive di 
ment, yet prepared to fight 
held 


the long run will lead to er 


movements within its 
abuse. 

It is of vital importance t 
try that business newspapers 
develop their strength and | 
serve and to lead. 

Giving the business man t 
ice he requires is an expens 
ness. Budgets for editorial ] 
as much 


have increased 


over pre-war figures. Id 
higher calibre are being ap} 


they are given more substa! 
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owances for travel, research, con- 
ributions, photography and engrav- 


ng All this is reflected in the 
reater virility and the increased 
educational value of their books. 
e have by no means reached 
e limits of possible betterment 
e editorial service afforded by 
ness newspapers. He is a poor 
isher who ever feels he has 
eached the limit of the service he 


in render his readers 
Service Through Leadership 


The value of that service can be 
neasured chiefly by the leadership 
if the editor and his paper. It can 


not be measured in terms of pages. 


The NIAA has from time to 
time studied the relative percentage 
f editorial and advertising content 
n industrial papers. The implica 
tion of the inquiry apparently is that 
the publishers should not fatten up 
the advertising pages of their books 
vithout adding an equivalent num 
ber of pages to the editorial content 
By this reasoning it would follow 
that if a business new spaper doubles 
ts advertising volume it ought also 

double the number of editorial 

vcs 
| dissent sharply from any such 
iew for these reasons: 
I do not differentiate between the 
value to the business reader of the 
ditorial and the advertising pages 
oth are of equal value. If they 
mtain helpful, informative mat 


ial both will have a high reader 


Chere are at least nine business 
ontinent that 
advertising 


vspapers on this 


any general MaLaAaZine Lach 
es more advertising pages than 
itorial pages. Yet each of these 


dynamic pace- 


tter of technological and business 
ss in its field. Each one has 
adership of its advertising 

s, because the advertisers hav 


rned to make effective use of the 


be appraised in terms of spact 
not the number of pages but 
t is on those pages that counts 


busy business man wants to 
he story quickly. He will not 
tiv accept padd d stories or 
s of marginal value ie 

to him to keep material 
ind graphi 

oney that would be spent on 

typography, contributions, 
ivings, press work and postage, 
id out editorial content beyond 
mount necessary to do a com 
nsive job. can better be spent 


provement of the editorial 
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contents. The need is for bette 
editorial service, not for greatly 
increased volume of editorial con 
tents 

Every well-run business paper 
will expand its editorial budget 
as its revenue grows. It should 
spend this money on salaries to 
attract the highest grade of editorial 
workers, on field research, on im- 
proved photography and art work, 
et If it dissipates the larger 
budget on mere volume of material 
it will render a poorer, rather than 
a better service to its readers and 


advertisers 


(given sound editorial direction, as 
the foundation, a business paper 
builds the next story in the form of 
a strong circulation structure and a 
keenly interested audience. 

The distinctive factor in business 
newspaper circulation is that it is 
directed circulation, aimed at a 
specie target. The manufacturer 
whose market is the retail druggist 
does not want to pay for circulation 
among laundrymen; the man who 
sells machine tools is interested only 
in reaching those who buy, use or 
distribute machine tools. 


Selective Circulation 
Is Successful Circulation 
\s George O. Hays, vice-presi 
dent and general manager of Penton 
Publishing Company, said to the 
Canadian Circulations Audit Board 
annual meeting, all successful busi- 
ness paper circulation is controlled 
circulation, whether it is paid for 
wy not. It is selective circulation 
| quote some of the points made by 


Mr. Havs 


Controlled circulation is circulation 
vhich is carefully regulated and kept 
within limits 

Consequently, — th readership 1s 
bound to be selective, because no man 
is going to spend time reading a busi 
ness publication that does not help him 
in his business or profession 

The degree to which a business pub 
lication is directed, on either a paid o1 
a free basis, to the industry, trade or 
profession—and to the proper opera 
tional functions—to which the publica 


tion is edited, will in large measure 


determine the extent and degree of 
read rship 

Control of circulation is primary 
Paid or free is secondary. Being on 
a paid circulation basis does not in 
itself indicate the effectiveness of read 
ership of a publication. Being on a 
free circulation basis does not in itselt 
indicate the effectiveness of readership 
of a publication. We find a wide vari 
ance in the degree of readership in 
the case of both paid and free circula- 


tion publications. But, we do find a 
common element indicating the degree 
of readership and of effectiveness in 
both types of circulation, and that is 
the element of control 

It would seem that any publication 
doing an honest job on circulation, 
whether controlled or not, whether paid 
or not, should be willing to submit to 
an outside audit of circulation 

Buyers of advertising in business 
publications want circulation audits just 
the same as investment buyers want 


financial audits. 


\s time goes on, buyers of advert 


tising in business publications are go 
ing to demand more information on 

“Who reads what?” currently evi 

denced by the increase in reader su 

veys on the part of advertisers 
Buyers of advertising in business 
publications want more information on 
unit coverage, and on extent of pen 
tration in the larger units. They are 
advertising to reach the buying power 
of companies, not the personal buying 
power of individuals 
I can subscribe to all of that. The 
hasis of sound circulation is editorial 
strength. 1f you have that, and if 
you have adequate selection and 
control of the audience, you will 
have readership in the right places. 
That, in the ultimate analysis, is 
what makes a good advertising 
medium. 

There is one further point on this 
matter of circulation to which | 
should like to refer. This is the 
growing tendency among agencies 
and advertisers to ask for standard 
ized classifications ot readers, in 
audit reports. 

The usual suggestion is that the 
publishers, in breaking down indus 
trial circulation, should follow the 
’. S. census standard industrial 


Several U. S. busi 


u. & 
classification. 
ness papers have already taken this 
step 
Canadian Publishers 
Investigating Standardization 
The subject is now under close 
investigation by the business papers 
of Canada. In general, the publish- 
ers’ policy is that they are prepared 
to supply any useful breakdown 
that the advertiser requires for in 
(nd if there 


can be standardization to enable one 


telligent space-buying. 


medium to be compared with an 
other, and to enable a circulation 
breakdown to be compared with the 
industrial census. Publishers will 
generally favor it. 

But I should like to point out that 
the Dominion Bureau of Statistics 
itself has not yet decided how far 


(Continued on Page 110) 
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Cut the High Cost of Selling 


Here's a guide to analyzing and controlling 


mounting costs of marketing your product. 


_ MIOAY industrial marketing 
executives ire more cost-con 
scious than ever. It’s easv to undet 


stand why. Few firms selling indus 


| 


trial products have been free of the 


annoying problems involved in keep 
ing selling prices highet than costs 


which never seem to stop ¢ limbing 


The eirect Of a price increase on 


volume and on customer-relations 
has been a source of constant con 
eT) 

lortunately, there has been one 
factor in the picture which has 
hel ec preserve custome! good 
vil Most competitors are in the 


same boat 


But the costs which have 


sented the major problem in indus 


rept e 


trial marketing until recently were 


largely production costs Now 
there’s a major shift in emphasis 
Poday it’s the h.c.s.—the high cost 
tf selling—that’s moving into the 
pothght 


Selling Is Always Expensive 


\s long as customers gobbled up 
the products most industrial market 
ng executives were not too troubled 
istribution and sales costs 
vere not conspicuously 
rh. Sales-cost ratios used as stand 
retlect prewal 


ratios reflect the 


experience Ose 
ost ot iking a sale at a time when 
ré ] e] me W Ss necessal\ Vi u may 
emember that selling real, old 
tashioned down-to-earth sleeves 
lled-up elling IS EXPENSIVE It 
Was ¢ CTISIVE etfore the wa It’s 
even more expensive today 
\s id expect sales cost ratios 
ised o1 period when vou had t 
r V Se get an ¢ der were otter 
re tl | idequate to cover vestel 
le er <¢ ng 1obs. Some firms 
eve kidded I emselves that thev'd 


By RICHARD D. CRIS 
Dir 


Tathan ra. inc 


ae Market Re earch 
Chicaa 
~~ Te 


it hue ved 


“cost reduction,” by over 
looking the basic fact that they were 
measuring the costs of their sales 
operation on the two-foot yardstick 
of the seller’s market. 

lor 
others, awakening 
ahead. When the full impact of to 


dav *e 


such firms, and for many 


there’s a rude 


higher cost elements—sales- 
men's salaries and expenses, space 
costs, art and mechanical production 
costs, et becomes apparent, the 
pressure on profits is likely to be 
murderous. 
Start Cost Reduction Now 

rom the time standpoint, there 
are two approaches to the control 
of distribution costs. Those two ap 
proaches might be called the fore- 
sight and the hindsight approach. 
It all depends on when you start. 
In the toresight approach, you start 
now to get your sales costs under 
control. In the hindsight approach, 
vou wait until the profit picture has 
a shght reddish cast to it, and then 
around looking 


frantically scurry 


for places “to economize.” The fore- 


sight approach has much to recom- 


mend it. For one thing, it’s easier on 
vour ulcers. For another, cost-re 
duction 1s—or should be—a long 
term continuing activity, on a plan 


ned basis. When ink turns red, plans 


often fly out the window; instead, 
expedt nc\ becomes the order of the 
day. It your firm does not now have 
for analyzing and con- 
the 


program is 


a program 
trolling your distribution costs, 
time to initiate such a 
here and now 


How do 


the experiences of many other firms 


vou start’ Fortunately, 


are now available to guide you in 


avoiding some of the time-cor 


ing cul-de-sacs they expl 


Here's an outline which may 
you in arriving at a practical 
gram for bringing your market 
costs under control. 

contributior 


One important 


other firms’ experience is in a son 


what intangible direction. It 

cerns the underlying attitude of 
executive responsible for cost 

trol. There seems to be somet! 
about the very nature of distribut 
costs which makes ostriches out 
otherwise “heads-up” executi 
They shift into defensive geat 

stead of making a determined ett 
to reduce their costs, they spe 
trying to defend 


much energy 


justify them. It is now clear 


the path to lower distribution cost 


does not lead in that direction! 


Cost Control Tools Available 


There is no reason why indust! 


marketing executives in particul 
should feel defensive about their d 


tribution costs. Any cost is too ! 
if it’s higher than it 
Most marketing costs fall in 
category. Until you have too 


needs 


measuring costs against funct 
tools for determining whicl 
how mu 


are too high, and 


high, you can hardly be &x] 


to use those tools. 


l-ffective tools for measur 


} 
ed 


eip 
ro 


neo 
~ 


the 
on 
mae 
wl 
ot 
es 
nd 


al 


a 


tribution efficiency are a re ely 


recent development Crit 
sales executive for past f 
squeeze water out of the 

control 


der his therefore 


about as much sense as 
General Pershing for failu 
the atom bomb in World \\ 
But future tailure to cont 
costs is something else again ' 


the tools needed tor cost ¢ 
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arketing are available. They’re 
realy for use. Any executive who 
closes his mind to the idea that his 
sts may be reducible becomes 
vy vulnerable. An insistent de 
from top-management execu- 

tives for more effective cost control, 
duction and distribution, is 


el \ defensive attitude in the 
f that demand is certainly in- 


ble 


Get the Problem in Focus 


In working out a program for 


ing and controlling your dis 
ition costs, you'll probably find 
helptul to begin by reducing the 
em to sharper focus. Start by 
enizing that “distribution cost” 
isn't an entity; instead, it’s just the 
of a large number of separate 
smaller expense elements, all lumped 
wether. Then consider some of the 
ajor characteristics, not of the 
total, but of the individual elements. 


First, note that the elements are 

separable. You can peel back indi 
expense layers and work on 
em one at a time 


Second, note that there are major 
ariations in the relative size of the 
litterent expense elements. Each 

any has its own pattern, but 
hin each company’s pattern there 
re large and small expense items. 

should begin your program by 
establishing your company’s pat 
hen you assign top-priority 
attention to those elements which 
ke up the major share of your 
nv’s distribution expenses 


note that while most ele 


ents Ot your distribution costs are 


re le, they are not all equally 


re le. [hose elements in which 
( an equation plays the great 
esl t are likely to be those in 


e most substantial 1mme 


savings can be achieved. 
costs are an example of a 
rigid element of distribu 
pense on most industrial 
Unless those costs are in 
excessive handling and re- 
of your products, other 
ire likely to offer greater 


it 


es for savings 


Tackle One Element at a Time 
program of distribution 
ction is recommended, you 
get the idea that an elab 
time-consuming organiz 
ng | e is necessary. That atti 
u ne which is likely to lead 
ntinued on Page 106) 
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Are Ad Managers 
Mice or Men? 


] WAS intrigued by the article in 

the February issue of INDUS 
rRIAL MARKETING entitled: “Are 
\d Managers Mice Or Men?” No 
doubt many of them are men. I am 
sure that there must be quite a few 
who are mice. And who makes them 
mice?’ Not the ad men I am certain, 
unless they are of that group listed 
' “Type 2—The 
timid soul who may know, but can 


by the author as: 


not sell himself.” I say that it is top 
management that makes mice of the 
\. M. boys 
No matter how good the ad man 
ager is, or how much he knows 
about the company’s product, sales 
policies, et cetera, management 
often won't let him have a chance 
to show what he can do. I once sat 
in on a budget conference with top 
brass. They told me what business 
papers they would use and how 
much space in each we were to take 
Not once did they say, “Here is 
what we want to accomplish. Here 
is how much we want to spend 
Now tell us how to best achieve this 
result with the money we have.” 
\pparently they do not want ad 
men. Instead, they want “ves” men 
mice! “After all,” the big boss 
asks, “who pays the ad man’s sal 
ary’ Isn't he supposed to do what 
I tell him?’ And so the A. M. de 
cides that he makes just as much 
money saying “ves” as he would it 
he stood up for his rights. And it is 
h less disagreeable than fight 


\nd thus is 


another mouse made of a good ad 


rue 


ing for all that he gets. 


vertising manager. 

Probably the big dithculty is that 
management frequently does not 
know the proper way to use a good 


\. M. This is likely to be more true 


By ONE OF THE MICE 


in the smaller concern with the small 
advertising budgets. Here the sales 
manager and other executives above 
him have their fingers in all the pies. 
These boys can not get used to the 
idea of not running everything, in- 
cluding the advertising department. 
They hamstring the A. M 
opportunity. 


at every 


| happen to know an ad man who 
was hired to take over the advertis- 
ing of a concern after they had 
kicked out their agency. He built up 
a nice department, and apparently 
did a good job of advertising. At the 
close of the war a returned veteran 
opened up an agency and by kissing 
the right brass was able to land this 
firm as one of his accounts. The new 
agency man worked directly with 
the sales manager. The A. M. was 
by-passed completely. He was not 
consulted on any regular advertis 
ing. 

So he contented himselt with be 
ing a very expensive “clerk” who 
kept track of insertions and plates. 
Here was a clear cas€ of a manage 
ment man who did not know how 
to use a good ad man to help him 
vet the best service out of his 
agency. Poor mouse! 

(One other factor is the ignorance 

f the brass hats. Very few of them 
know as much about advertising as 
the A. M. does. Yet they do not re- 
spect his opinions 

What the ' Mavbe the A. M. 
does have troubles. Could be that he 
doesn’t rate so high with his brother 
N. I. A. Aers. Perhaps management 
doesn't think too much of his abili- 
ties. \ es, maybe some of us are mice 
instead of men. But the salary the 
mice get compares favorably with 
that given the men. 
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By ROBERT NEWCOMB 
and MARG SAMMONS 


Manaaement Consultants 
Newcomb & Samm 


Ln Le) 


PART | 


TIYHIS morning's headlines unde 


scored the need for a_ better 


understanding between employe 


and employe. It was the same story 
vesterday, and it will probably be 
the same story tomorrow. Rumors 
of war, and election returns, and 


} 


tragedies of the hour can steal the 


spothght for a time, but sooner ot 


later the old frictions rub them 
selves back into the newspaper ban 
ners 

The reasor labor-management 
riction is news 1s because labor 
hnanavement harmony 1s a cornel 
tone of our democratic svstem. S« 
ng as the trictions exist, the tree 
nterprise system continues to weal 
low lt it takes a national emet 
PECTIC \ to arrange a eood working 







AF 


‘| pa Oe 


Keep the Line Open Between 


Employer and 


relationship between the boss and 
the employe, then there is either 
something wrong with the free en 
terprise system or there is something 
wrong with the way management 
presents it. 

We'll put our blue chips on the 
latter alternative. 

Management has lost much of its 
voice simply because it failed to use 
it. (sranted the Wagner Act muzzled 
management, but the aloofness of 
the front office, born of size and 
widening interests, was growing 
when Senator \Wagner was in grade 
school 

Now. the 


ployer-employe communication ex 


simplest form of em 


ists when a man owns, let’s sav, 
a garage and he has another fellow 


working for him. The two of them 


mploye 





Communication between employer 
and employe is a matter of great 
concern to management these days. 
In this, the first of a series of arti- 
cles, the developments and trends 
are cited to show that the once low!) 
house organ is one of the hottest 
topics on the line 





crawl under cars together, eat at 
the same bench, share the days 
triumphs and wash down the day's 
cares with a beer. Multiply the o1 
ganization by 200, or 2000, or 200, 
000: To make it click, 
must take the place of that relatior 
ship between the garage mec! 


something 


and his pal, the boss. If it can’t be 
a personal relationship, then it’s g 
looks il d 


to be something that 


EMPLOYES are interested in the merchandising of the product. John T. McCune, editor 
of The Spout for Morton Salt Company, followed a veteran Morton salesman on his rounds 
told his readers just how the finished product reaches the market (left). They also want to 
know what happens to the product they've been working on after it leaves the plant. Here's how 
Norman L. Park, editor of Pittsburgh Plate Glass Company's Pittsburgh People, shows his 
readers how their glass is used at Madison Square Garden, replacing the old wire screens 
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EMPLOYES demand in their publications today the same expertness 
they find in magazines for which they pay. Merritt Whitmer, editor of 
Swift News for Swift & Co., launched a series of human interest covers, 
used a Swift employe and granddaughter as New Year's subjects. 


sounds and tastes like 
rel mship. 


a personal 


it went sour nationally is that 
the boss stopped talking. Unions 
build loyalties by silence, but 
yements tried to 
()f the assorted media ot em 
employe communication 
management has carpentered 
self, the employe publication 
ise Organ is the most numer- 
ere are about 5000 of them 
ind se estimates put the annual 
expenditure by industry at around 
$50,000.000 
e there has been a tremen 
provement in these publica 
the past vear or two, the 
of them are still relics of 
| 


¢ pump era. Products of the 
Per (om School of Journalism, 
he erly report the comings-and 
Q t romantic plant workers. 
| ear irregularly, on impoy 
udgets. Their contribution 
nderstanding of the free 

ent system may be eharac 


such typical material as 


if vou have the stomach, 
read in thousands of dif 
re rms a month: “Who its the 


Ville Schmaltz, Forge No. 


INDUSTRIAL MARKETING, May, 1948 


is buying cokes for every after 
noon ? Better 
Willie!” 

Better watch your step, free en 
terprise. 

Obviously, American management 
needs ever\ tool in its kit to sell the 
merits of the system to the people, 
not only in the broad, general terms 
of its benefits, but in the specific, 
local terms a guy can understand 
and fit to himself. In its tardy search 
for effective means of talking to 
employes, management is certainly 
not ignoring the house organ; a pio 
neering percentage of companies is 
giving it plenty of attention, and in 
sisting that it really get in there and 
function. 

These companies have awakened, 
or are awakening to the important 
function the house organ can per 
form for American industry, not 
alone in identifying the advantages 
of the system for employes, but in 
developing a deeper loyalty and 
closer kinship between the front of 
fice and the shop. But these things 
are not developed through turn-of 
the-century journalistic techniques, 
nor by indifferent media indifferent 


lv monitored. The ship needs not 


watch you - step, 





READERS are interested in the various customers with whom the 
company does business. Thus Charles J. Morse, editor of Gas News 
for Peoples Gas Light & Coke Co., features International Harvester 
Co., a customer, on his front cover, tells inside of their relationship. 


only a sound hull; it needs a rudder. 
\nd it needs a course, and some 
body who knows how to steer. 

The employe publication has a 
function to perform just as specific 
as that of a piece of advertising. If 
it is set up solely as an organ of 
amusement, as a chronicle of social 
twaddle, it just won't sell the met 
chandise. 

Progressive managements today, 
then, are beginning to see eye-to-eve 
on the following points : 

1) The house organ is an ia 
terpreter of employer to employe 
and, to a less extent, of employe to 
employer. It’s the medium that de 
fines, illustrates and explains the 
free enterprise system in its local 
plant or office applications. If it’s 
anything else, it’s money wasted. 

2) Like any company undertak 
ing, the house organ must be plan 
ned, blocked out in advance so man 
agement knows where and how it’s 
headed. 

3) Communications media genet 
ally should be the final supervisory 
responsibility of an executive fat 
enough up in management brackets 
to know 


Continued om Page 102) 
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Authentic Technical Copy 


Sells Your Service Representative 


Replace cure-all copy with service offers suited to a critical audience. 


U SUALLY it’s a full page ad 
vertisement in color. The cap- 
ANOTHER CASE Ol 
HITK SERVICE! Copy 
egins this way 

The ABC outfit was having trouble 
with a 50,000 K\VA-rated transtorm 


er. When the 


tion reads 
UNIQUI 


} 


HIIK service engxincel 


wa called w saw that the 
cliphoral ilve in the cooling unit 
id built 1] i neavy coat ot carbo 

front lumi impeding the flow rat 
HIIK engineer specihed HIIK 
\ ; ; ed fe higl 
' ta in ny veal 

t ft ( flow ite was ‘ 

tore f med and cost 


ng departments 
mal agencies call this type Ol ad 
“getting the service representatives’ 
story cro ti the industry 
What \ ny I { 
| Inference is n ide tl it the 
om ting engines ' LB b 
us il ncompeter lug stewing 
ound 1 | | ‘ the st lled 
equipment, 1s just waiting tor the 
HIJK Man to arrive and save hin 
trom the front office axe In truth 
e engines charge at ABC can 
bably dlisa semble and reassen 
ble a mplete unit before the HIJK 
Man has even opened his briefcase 
) i . ‘ 
) phe service engineer is too 


\ i genius (On the payroll 


rT HITK the teature otf his unique 


111 ") ' 


“ec ue ICs I SUTPTISC recom 
nending HIJK APEX Lhis type 
rt iking may be satisfact 
tor cor é dvertising but we're 
ilking t lore critical audience 
’ il papers 

3 enit flow rate was restored 
ind costs went down after the in 
stallation of HIJK Apex, the 
headline OT the ad remembet 








By JOSEPH SAMUELSON 


talked about 


“service.” The copy 
instead gives all the applause to the 
product. And if the layout includes 
i spot showing a research lab full 
of tubes and beakers plus another 


if the HIJK Man talking to 


pot 
the operating engineer in front ot 


>) 


ver\ Impressive equipment we're 
still likelv to ask: “What service?” 

More often than not, sad to say, 
here Is 1 meaty, down-to-earth 
story of a service performed, buried 
beneath the order-filling in just such 
i visit as that described. But the 


slothfulness of either agency, ad 


manager or copywriter—all three, 
perhaps—has resulted in the pres 
‘ntation of an heroic puff which, 
stripped of the art department's 
ontribution, leaves the simple fact 
of the placing of an order for $6.2 
worth of HIJK Apex by the ABC 


con pals 


- 


If you have ever spent time read 
ing through reports written frot 
the field by service engineers, 
nical representatives, application e 
gineers, etc., vou know that day 
and day-out these boys are perfor 
ing a very real and necessary set 
ice in industry, exclusive of the sales 
function. True, there are a number 


of cases where top management 


fumbles the ball. These are cases 
where the old sales department let- 
terhead has been dumped and t 
new letterhead reads “Sales [ng 
neering” or “Service Engineering 
ind good old Bill Jones is now d 
rector Of service engineering instead 
1f sales manager. 


\Where this has 


trouble begins when the copywrite 


occurred, — the 
leads off his last paragraph 

“No matter how tough the problen 
is, vour NYZ Service Engineer wi! 
gladly show vou how to solve it 
better, the \ \/ 
Way. 


if the reader, Sa\ 


faster, cheaper . 
This is real dream writing 
a superintet el 
of a paper mill, knows from butt 
experience that the last NYZ “E1 
gineer”’ to visit his plant didn't knov 
the difference between a sucti re 
and a tootsie roll and was ot 
terested in unloading product of 
the purchasing department 
That's one thing. But whe 
company has made a sinceré 
engine ing 


to develop a service 


staff, providing properly expel 
enced men with intensive t ing 


in the Jab, in lecture hall, and 


field, then responsibility for tl n 
of “service copy” we've describe 
rests solely upon the ad peop \ 
excuses of “tough magazine ed 


Continued on Page 120 
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How many people in an industrial plant have something to say about 


the selection of a vendor when new equipment or machinery is required? 
Who are they and how do they wield this influence? How long a period 
of time in general is it between the conception of a new product or 
process and the placing of an order for the equipment this product or 
process will require? These and many other questions are asked and 
answered in the story of an unique order tracing investigation recently 
completed by the Market Research Department of Reinhold Publishing 


Corporation, which begins in this issue. 





The Origins of Business 


PART | 
H' WV DOES a need for new 
processing machinery and 
pment vrow into an order 
question is one of the most 


rtant in industrial marketing, 
et it is one for which there its lit 
le rehable information 


1 
\Mlost firms = selling industrial 


nent agree they have to sell 

re than just one person, but they 
ire uncertain of the number or iden 
individuals. 


of these Usually 


hev have relied on the statements 


isiness paper publishers, who 


reported there are three to 
e responsible people per plant. 
lor a number of years members 
e Reinhold staff have been in 
various methods of se 
this 


de« ided 


es ting 
reliable information on 
uestion last 
the technique of tracing spe 
Jump & As 


es were emploved to carry on 


summer it 


rders. James | 
he held work. 
| manufacturers of equipment 
er osen, each a nearby producer 
it 10 product classifications. 
ese rms, which included \Worth 
ng Pump and Machinery Com 
ixing Equipment Company, 
riscomb-Russell 


vere asked to 


ect for us a 


Company, 
files 


ordet 


open up then 
recent 

to an eastern manufacturer 

net these characteristics: 
A new customer not formerly sold, 
or « former customer who had or- 
dered a type of equipment not re- 
cén'\y purchased from this vendor. 
An order resulting from a phone, 
mai or telegraphic inquiry, rather 
than from an initial contact by the 
Sal force. 
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\s a 


purchaser within 200 miles 


matter of cenvenience, a 
was 
chosen, 

The next step was a call upon the 
purchasing agent whose name ap 
peared on this order, with an appeal 
for his cooperation. Complete 


Where a 


raised, a 


anonymity was promised. 


question of policy was 
high company official was contacted. 


How 


ed is shown by the fact that only 


well the interviewers succeed 


two firms refused to cooperate. 
had 


signed the order was interrogated 


The purchasing agent who 


follow ed in 
The 


requisition tor equipment was ex 


as to the procedure 


choosing the subject vendor. 


amined and a copy obtained, 

Our interviewer next approached 
all of the employes whose names or 
initials appeared on the requisition 
The employes in turn were queried 
and interest in 


on their influence 


the subject order. They too were 
asked to open up their files and to 
discuss all memoranda, 


| 
show and 


correspondence, and notes on infor 
concerned 
The 
names of all parties found on these 
the 
the 


project was traced back to research 


mal conferences which 


the order under investigation. 
interviewed in 


records were 


same wa\ By this method, 
or development, and to its original 
conception. 

This teature reveals the heart of 
the 
stant reference to file data and the 


this entire investigation con 
documentary basis of most of its 
findings. In nearly every case we 
were able to spend nearly five days 
in the plant of the purchaser. The 
covered interviews 


final reports 


By JOHN T. FOSDICK 
Director of Market Research 
Reinhold Publi 


hina Corporation 


with from 9 to 15 key personnel in 


each purehasing plant. Included 
were company officers, plant man 


agers, chief engineers, superintend 
ents, research and development men, 
maintenance supervisors, and their 
stafts. 
studies, interviews were required in 
all in 
(Ove 


In several of the individual 


two or more states to covel 
fuential specification factors. 
1000 man hours were spent on these 
investigations 

In the 10 orders traced, the time 
lapse between the original proposal 
to increase or add production, up to 
the placing of the order, varied 
from 60 days to several years 

In addition to checking on the 
part each employe played in the de 
velopment of the project and the 
selection of a vendor, the research 
man interviewed each person on his 
availability to equipment manufac 
turer’s salesmen and on the fre 
quency and from whom he received 
regular direct mail. 

At the conclusion of 


each inte! 


view, when it was certain that no 
more information on the order could 
be developed, the interviewer pro 
duced a card listing the names ot 
10 industrial and professional maga 
zines serving the respondent’s field, 


asked 


In similar tashion three wide 


and which were read regu 
larly 
ly distributed composite cataiogs 
were checked tor availability and 
usage. 

It is not the purpose of this series 


to report on the individual cover 


4\ 





re of any publication or catalog 


However. in our second installment 


; 


ve will presen a composite 


hat shows the proportion of plant 


men influencing the s¢ lection ota 
endor that (a can be seen by 

manufacturer's salesmen, (b) that 
( tlarly ece es direct mail vit] 

dat = the numbe or preces, (¢ 

| il ey \ me more ot 
‘ ( ! ie s Wa i7ZiInes 1) 
< nel that egula ly 
( meio n ! e composite 
tale hle 


Track Down an Order 


In the accompanying chart 


explanation we present a typical i: 


order which was traced 


held 


involved 


port on one 
presented by the 
ato! lr] 


an ordet TOT 


} 
exactly is 


’ . tio 
Investig 


Is proyee | 


vacuum equipment 
valued it more thar SSOO placed 
by a 4A chemical house which 
manufactures drugs and fine chemi 
cals. The need for this equipment 


arose out oT 
newly deve 


\ftet 


yone through the steps ot pilot plant 


al plan to produce a 


loped drug 


personnel had 


operating 
operation and sub-commercial pilot 
plant operation, they presented top 


management with rough estimates 


‘ot the COSt OT equipping a plant and 


of subsequent production. Our story 


begins at that point as far as find 
ing out how this particular ordet 
lor vacuum equipment grew 


It is interesting, however. to learn 
that this project was the culmina 
tion of five years of laboratory re 
search and constant modification of 


t 


product methods 
Influence Spread Thin 


It is also significant that there is 


' he nl ‘ , 
n the plant investigated, a total of 


1) engineers and department heads 
who can influence the selection ota 
vendor when 


ly 


equipment is pu! 
ised lor any statl engineer un 
, } liy tor f 

ler the director of engineering may 


serve rol } ] 


cl L JOD Cad lor a Liven 

proye hgure does not in 
ule the research and development 
len, or the members of the staff 
t the pilot plant head. all of whom 
ire trequently consulted on equip 
ment Nor does this hgure repre 
sent a maximut tor although we 
selected one of the more involved 


ind interesting cases tor this arti le. 


it does not begin to approach the 


influences revealed 


total specifvineg 
| i] ly 


in some ot the other studies. 


(To be continued) 


4? 


table 





Explanation of flow chart on 


specification procedure 
No. I 


Directors dec ided to pro 


duce drug X commercially. They 
instruct director of engineering (2) 
to have flow charts and final esti 


l¢ prepared. 


; 2: Director of engineering 
rns this over to his assistant di 
rectol ot engineering {chemical ) 


3 vho in turn appoints from 

umong his lO man staff a job head 

(chemical ) ho 1 ls 
] mca Wile IS als) 


~ ol ] 
a chemical 
engineer (4) 


No. 4 


develops a flow chart and prepares 


Phe job head (chemical ) 


a list of equipment necessary in the 
process. As this is still for purpose 
of an estimate for the board of di 
rectors, equipment is merely listed 
by function and capacities, but not 
\VWhen this flow 
to the 


who has 


by brand chart 1s 


finished it is sent iob head 


(mechanical) (5) been 
appointed in the meantime by the 
director of 


assistant engineering, 


(mechanical) (6), from among his 


stati 
No. 5 


ical) develops the mechanical re 


of eight men. 

The job head (mechan 
quirements of the flow indicated by 
the chart. He works closely with 


the job head (chemical) and to 
gether they prepare a dollar estimate 
based upon current file of bids re 
other projects in the 


When 


is routed to the 


ceived for 
production stage. this esti 
mate is finished it 
assistant director of engineering, 
(mechanical) (6) for approval and 
then forwarded through the director 
of engineering (2) back to the cor 
porate directors :?. Upon recel\ 
ing this approval, it is returned to 
the director of engineering (2). 

No. 2: The director of engineer 


ing now issues for the first time a 


purchase authorization for this proj 


ect, which includes our vacuum 
equipment along with other needed 
equipment. This is forwarded to 
the assistant director of engineering 


(mechanical) (6) and through him 


to the job head (mechanical) (2) 
No. 5: The job head (mechan 
ical) breaks down the flow chart 


into detail operations, and prepares 
the purchase requisitions. In typical 
instances, the purchase requisition 
will give detailed specifications, and 
may give a suggested vendor, or a 


specific vendor. In our case 


job head (mechanical) specif 


} 


make of equipment which had 
used in the plant before. Preli 
arv check shows that the del 
1 this supplier was 


date trom 


satisfactory, and informal cor 


ences were held with the job he 
(chemical as to a_ satistact 
alternate. 

No. 4: 
that he 


another vendor, having obtained 


‘| he 10b head (chen | 


reports was familiar 
formation on his product “thre 
the pages of a process industry 
lication”. An inquiry was addressed 
to this vendor (vendor B) and wy 
receipt of further information, this 


brand of equipment was specifi 
The job head (chemical) is in 
all discussions leading to select 
of a vendor of any chemical 
process equipment. 


No. /, Ss & Y: 


operation (7), the 


The head of p 
plant mastet 
mechanic (8), and the factory man 
(9) are likewise consulted 


agel 


formally throughout the prepara 
tion of the purchase requisitions and 
any of these people may influence 
or even determine the eventual 
choice of the vendor for equipment 
purchased, 
No. 3 & 6 


the requisitions, these must first be 


\fter completion of 


signed by the assistant director of 
engineering (chemical) (3) and 
then by the assistant director of en 
gineering (mechanical) (0) lhe 
requisitions are then sent to the pu 


chasing department (10). 


No. 10: The purchasing dep: 
ment is required by company policy 
to invite at least three bids on all 
proposed purchases, even where a 
specific vendor is indicated. \\ e 


“suitable vendor” is the only re 


quirement other than the spe¢ 


tions, the purchasing agent 11 
choose the lowest bidder, if all 
ditions are equal. 

No. 11: A coordinator, who |! 
tions as expeditor, could pos ily 
affect the choice of vendor, for he 
receives a copy of each ordet 
if he 
being over-scheduled or 
unreliable delivery 
duty is to call this to the atten':on 
of purchasing and engineering 


were aware of the ver 


pro! ‘ 


promises, 1S 
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ORIGINS OF BUSINESS 


CASE HISTORY NO. 5S. 


How an order for vacuum equipment originated 
in a large chemical manufacturer’s plant 





CORPORATE 
DIRECTORS 


ASSISTANT DIRECTOR 
OF ENGINEERING 
(CHEMICAL DIVISION) JOB HEAD 


(16 Man Staff) (CHEMICAL) 





DIRECTOR 
aa aa 
+e 









| 
; OF ENGINEERING 
(MECHANICAL DIVISION) 
(8 Man Staff) 








* JOB HEAD 
" (MECHANICAL) 


‘aseyoind 0} 
uonezuoyjny 





ASSISTANT DIRECTOR ASSISTANT DIRECTOR 
OF ENGINEERING OF ENGINEERING 
(MECHANICAL DIVISION) (CHEMICAL DIVISION) 


@+*D 





esp — f,’ 
“eek; JOB HEAD JOB HEAD 
_ (MECHANICAL) mg (CHEMICAL) 
e@+*o0 exo 





' 
- "71 (No 3rd bid in this case) | 


. VENDOR C 
L 


HEAD OF MASTER FACTORY 


rut riant WF wccuanic PP manncen 
+*O * 


; a oO e 
3 + * VENDOR A 
ore (delivery unsatisfactory) 


Request to bid 


VENDOR B 
— PURCHASING ; Purchase order ' 


€ Paper flow. DEPARTMENT 
nd | === ==-=--<= Conversation. e+o 
® Accessible to salesmen by appointment only. ENGINEERING 
- egularly receive manufacturer’s direct mail. COORDINATING 
* Fegularly read one or more business magazines. 
Q Regularly use one or more composite catalogs. 
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Catalogs As Sales Tools 


Steer the customer toward definite buying action by planning 


By B. M. WALBERG 
Adv ng an 


KA I — 
er? 7 Market } 


f 
Part Five 


Conclusion 

bb 1’ MAKE an advantageous 
# investment in future sales when 
your catalogs perform these specifi 
objectives: increase the productiy 
itv oft salesmen. lower the cost of 
distribution, and enlarge the possi 
bilities for profit 

\ review of over 200 current 
catalogs, covering diverse products 
and services, reveals the not-too- 
istonishing fact that few of them 
are “organized presentations ot all 
essential product information.” In 
fact, a great majority show a same 
ness in content, layout, and presen 
tation that rapidly becomes monot 
onous repetition. It would seem that 
a mould had been made, and cata 
log atter catalog had been poured 
into the mould. The result: cata 
logs which resemble each other. 
page tor page 

\nd still, all these catalogs have 
heen produced to sell products and 
services. \WWhen you realize that they 
must constantly compete with cata 
logs of other companies, you ask 
“What's the use?” 


Business Built on Ideas 


Considering that they are working 
in a held which deals with ideas. 
advertising men 


many imdustrial 


ipparently forget that ideas build 
business firms, push out walls, ex- 


pand factories, push up the root 


and add additional stories. Ideas are 


the most powerful force in business 
If a business is to keep growing, it 
must have a constant flood of crea- 


tive ideas pouring into it. 
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your catalog so facts are accessible and ordering is easy. 


In our advertisements, we con 
stantly work with new ideas. Every 
advertisement starts with an idea, 
a new approach, a different angle 
You may tell the same old story, 
but vou tell it with a new twist that 
vets attention and builds interest 
and desire 

But, as the Copy Chasers pointed 
INDUSTRIAL MARKETING, 
1947) “Apparently, catalogs 


out 11) 
(Nov 

are the last thing on the list of the 
\nd being 
it is definitely easier 


ad man’s enthusiasms.” 
a “last thing,” 
and simpler to follow a standard 
cut-and-dried pattern of catalog 
content and design, rather than to 
blaze new trails. 

\ recent advertisement in the 
business papers very pointedly tells 
why you can “get more work out 
of your catalog.” It is these four 


fundamental reasons alone 
should be the foundation of you 


pioneering into new catalog plans 


design, and content. The ad savs 
that “your catalogs can work harder 
than you ever thought possible ; they 
can do a better job of capitalizing 


interest aroused by your advertis 
ing; thev can make more opportuni 
ties for sales calls; and they can cut 
down the cost of getting orders 


Careful Planning Adds To Value 


very producer of catalogs must 
keep in mind that “the function of 
the catalog is to help the buyer find, 
learn, compare and specify.” \ her 
catalog planning and preparation are 
given the same degree of thought 
which is usually devoted to advet 
tisements, perhaps then, catalogs 
will be shining examples of ways of 


Gallery A 


The International Nickel Company 





tf 


é 
/ 





Inco Nickel Alloys 
































INDUSTRIAL MARKETING, May, ! 948 








Ing 
ISy. 


alue 


248 











Mycalex Corporation of America 


aking every catalog dollar sell 


re products. 
This is not an attempt to emulate 
he Copy Chasers and give okays 
outstanding catalog treatment 
opy, lavouts, etc. Rather, the 
spreads selected from the hundreds 
italogs reviewed, stand out be- 
se of originality of treatment. 
hese pages help the prospective 
iser get better pre duct performance, 
lifvy customer ordering, build 
telling 


SIMpIIT\ 
ustomer confidence by 
's behind the product, meet the 
spect’s need for specific product 
present the “why” and “how” 
f product performance, list product 
ise ind answer the prospect's 
“Can it help me?” 
is evident that these selected 


que st10on, 


ogs have been written by adver- 

¢ men who understand the 
lucts from the user’s standpoint 

ind know what will appeal to the 
and help him decide in pur- 
bane 


~ 


The Peele Company—The Richmond Fire- 
proof Door Company 


Peelle-Richmond “ 
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MTCALLZ CORPORATION OF AMEFTOA 5 


Gallery B 


It is because these catalogs ini- 
tiate interest and dramatize facts 
that they get favorable reactions 
and anticipate a long life. It is these 
catalogs which are truly sales tools, 
coordinated and integrated into the 
merchandising 


entire sales and 


structure of their companies. 
Word and Picture Index 
In Gallery “A” 


examples of an index. A majority of 


are two excellent 


purchasing agents interviewed in a 
catalog survey stated that an index 
is absolutely necessary. More plan- 
ning time must be given to this sec 
tion of the catalog. 

The index from The Peele Com 
pany-The Richmond Fireproot 
Door Company is a truly brilliant 
example of a graphic descriptive 
index. Through word and picture, 
the catalog user can easily find just 
the type of door he is looking for. 
It’s that simple. 

The International Nickel Com 
pany index is a natural for the 
metallurgist. Listing each type of 
Inco metal, brief factual descrip 
tions of “individualized character- 
istics and applications” are given, 
followed by a tabular “average me- 
chanical properties” listing. This in 
dex enables the user to immediately 
find his way through the catalog. 

Never minimize the importance 
of a descriptive index. “The strong- 
est ideas and impressions spring 
from short, specific, easily-under- 
stood words that suggest action.” 
An easy-to-find product index re- 
turns dividends. 

Gallery “B” shows how three 
companies have handled the story of 
product advantages. 

Mycalex Corporation of America 
has hard-hitting selling copy in briet 





Reynolds Metals Company 


descriptions of product characteris- 
tics. Simple line drawings further 
accentuate copy that makes these 
two pages really sell Mycalex. 

Reynolds Metals Company treats 
product advantages in almost the 
same manner as Mycalex. And you 
can well understand why buyers of 
Reynolds metals know all about the 
product. ‘The small sketches are a 
sales story in themselves. 

\nother treatment of product ad 
vantages is shown in the Link 
Belt catalog (see page 46), featur 
Silent Chain 


Drives. The questions asked are 


ing Silverstreak 


common to users of chain drives. 
The answers are short and to the 
point. The illustrations forcefully 
drive home the story of “etficient 
tests.” 

These three fine presentations of 
product characteristics and advan- 
tages neatly refute the story that a 
great deal of copy, without illustra- 
tions, is necessary to put over this 
detail of a product. The continued 
use of one line sentences preceded 
by the usual checkmark, and the 
“Check 


really 


ever-screaming headline 

hese Features’ does not 
“sell.” A pictorial presentation goes 
a long way towards impressing pros- 
pects as to the superior claims for a 


product. 


Explain How To Use It 

An Edward Stern & Co. survey 
stated that “practically every cata- 
log should include ‘how to use’ illus- 
trations or explanations, unless the 
product is well known or simple 
enough to make this procedure pain- 
less.” In fact, 78% of the purchas- 
ing agents questioned said that an 
“explanation and illustration of how 
to use products” is an “essential” 


in catalogs. 
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Supls ESE SIMPLE 2/22/2207 252 10 YOUR 
PRESENT METHODS OF POWER TRANSMISSION... 


OPFGRTUNITTIEG Te CUT PReSUCTION CesTs 


THIS PERFOR mManee CHECH-OF MAT REVEAL 





the many valve installation er: 
The copy is written not only for 
installation man, but also for any 
interested in And it 
kind of data which is readily \ 
comed by all buyers of this prod 


is 


valves. 


The “how” and “where” to 
pages of the Elastic Stop Nut ( 
poration of America are two n 
good examples of crisply wo 


descriptive matter. The line dt 
ings on both pages are highly « 
mendable for their simplicity 


carry their own story. Redfern | 


lins, ESCO advertising and 
promotion manager, writes: 
planning these sheets we hae 


mind providing literature for 


customers and 


be 
or bound together tor use as a « 


We 


prospects \ 


could used as individual pi 


plete catalog tried to cut di 





vail le " llus ites how The \nd the COpy tor the *Fasy to 
Hlays Corporation covers the sub \laintain”’ feature is written tol the very conside rable expense 
ha és . : ' : ‘ 1; 
jects of “How to Install” and “How easy comprehension. The illustra volved in the production and d 
to \l uintai its combustion meters tion. im turn. hears out the state bution ol complete catalogs. Not tive 
Simple two-color line drawings with ments mn the copy i@ast of the production costs 1s ( 
. 7 ] . ce P 14 
concise copy make meter installa Che Ohio Brass Company cartoon job of handling changes, addit 
tions an understandable job. The reatment of “How to Install and removals in the line 
prospect contemplating the purchase Valves” covers a subject which calls Cincinnati Milling Machine ( 
ot combustion meters finds the en for constant re-education. These pany has always produced consp 
story in the schematic drawing toons very ettectively drive home ously outstanding catalogs 
Ohio Brass Company Galler e The Hays Corporation 
Elastic Stop Nut Corporation of America Y Cincinnati Milling Machine Company 
. - COMBUSTION METER Bans 9 COMBUSTION METER 
re ”, rf 
¢ ve ae 
es ae) s 7 
Cs ‘ Leay Teuslall pall 
ia ) Maintain 
ir b. <e aS. seam U 
. e tes erate 
& RF, < P Suen by wesee 
- ve cc FD . 
a ‘ ~ 
, » he 
oo ery “ 
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Taylor Instrument Companies 


ves shown enable machine tool 
iyvers to quickly spot the various 
chine components. It is this type 
lescription which permits buyers 
see just what they are getting. 
too many companies bury this 
of information in their service 
uals 

has been 


‘roduct performance 


eglected too often in catalogs 
Here proof is given in the form of 
ial examples, and the copy shows 
ious applications of the product, 
ing together performance data 
the prestige of the company 
e.” In tact, “description of pre 
us installations” is a requisite in 
talogs 1f you have such a story to 
the prospect. 
lell-All” advertising has strong 
featured product performance. 
“ull, few advertisers have adopted 
theme for use in catalogs. 
“DPD” has 


hy examples of product appli 


allery four praise 


m and performance. The Gen 
Electric pages show eight typ 
applications of “electronics in 
strv” and list numerous other 


cations in the right hand 


Durez Plastics & Chemicals Company 


DUREZ 


oe , 


ide 
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Gallery D 


column. Purchasing agents and en 
gineers will study these pages, for 
they have a potent sales story from 
which users can learn how they can 


use GE apparatus in their own 
plants. 

The Factory Service Company of 
Milwaukee, manufacturer of Tur 


ner materials handling equipment, 
has six pages in its 32-page catalog 
devoted to applications and pet 
formance. The copy for each appli 
cation tells its story in a few pithy 
The installation 


contribute 


sentences. actual 


photographs vastly in 
telling a buyer what Turner prod 
ucts will do for him. 

\ conspicuous job in showing 
product application is the Durez 
Plastics & Chemicals catalog. What 
better company show 
prospects and customers outstand 


way can a 


ing examples of plastics in actual 
Certainly a 
with convincing descriptions which 


products ° “sell” story, 
show the particular advantages of 
the product. 

Where product applications are 
difficult to photograph, and there 
products which do not 


Gallery D 


are many 


DURES 


a ee 


Indestria!l slectreni«c applications ya 





The Factory Service Company 


lend themselves to a pictorial pres 
entation, the spread of the Taylor 
Instrument Companies is indeed a 
noteworthy example. It doesn't re 
quire much close attention to figure 
out these installation-applications. 
It has been definitely proved that 
complete production descriptions 
are vitally important if a catalog is 
to be of real value to prospects and 
customers. But catalog writers 
should be salesmen, not essayists. 
lor superb selling copy study the 
mail order catalogs of Sears Roe 
buck and Montgomery Ward. 
Gallery “E”, on page 56, has 
good examples of product stories. 
The Independent Pneumatic Tool 
Company pages are rare exceptions 
to the usual product story. John F. 
Corkery, sales promotion manager, 
states that 
signed electric tool catalog has been 


“the completely rede 
produced primarily as a ‘sales tool.’ 
lhe design and make-up of this new 
catalog is perhaps the most unusual 
in our industry. It is a catalog whose 
main purpose is to merchandise pho 
tographs of the product and basic 
(Continued on Page 56) 


General Electric Company 
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[CONTINUED FROM Pace 33] either on a cost-sharing basis or as age requests tor “too many copie 


: an incentive to more efficient distri- Despite this, a re-run of the cata 
Charging for Catalogs bution. was necessary. Included in the « 
chance that one of those distributed \ construction equipment manu- alog was a return card which 
eached a good prospect.” facturer indicated his company is recipient mailed directly to 

Chis manufacturer supplies cat considering charging a percentage company. Return cards and t 
ilogs to students from colleges and of cost of advertising material with number of catalogs were gene 
ocational schools, etc., on the basis the idea that the material would be very nearly equal. 
of their good will value. This group more efficiently handled in the field Dealer attitude is a frequent b: 
1f course, is not in the market for for sales materials. One manut 


:, Some Willing to Pa . - 
achine tools. However, the manu some = y turer of retrigeration equipme 


facturer is of the opimion that the \ company in the cutting tool in parts said, “We tried in the past 
hance of making a negative impres dustry said, “There is considerable get some of our heavy users of « 
ion on a possible future prospect demand for our catalog among stu alogs and literature to contribut 
utweighs anv problem of cost dents, apprentice schools, and tech some part of the cost, which they 
involved Included in this com nical men in industry whose buying declined saying that other manuf 
panv’s distribution is a turret lathe influence is practically nil but whose turers supplied literature wit! 
ool catalog costing $5.00 for which good will we would like to cultivate cost to them and if we wanted ther 
no charge is made We have noted a willingness on to sell our products, we could 
One drill press manufactures their part to pay for catalogs. We likewise, or they were not interest: 
aid, “It's asinine to consider charg will probably make a charge in the “From a manufacturer’s star 
ing customers for catalogs.” future on this class of inquiry. We point this is an expensive item 
Other opinions included that of will not in anv case charge the full we agree the use of literatur 
i materials handling machinery cost of the catalog, howevet just abused by dealers and jobbers 
company executive who said, “Too enoug! to discourage curiosity some of the manufacturers were 
many manufacturers take the wrong seekers.” get together and make some sort 
perspective of their sales literature \ ball and roller bearing manu uniform charge something might he 
They consider it an expense instead facturer said no charge had been accomplished . . . but one manuta 
of a potentially productive invest made to dealers for catalogs but turer alone has little chance to 
ment.’ that the company “would like to.” anything about it...from our « 
; \ similar opinion was expressed on perience !”’ 
Charge for Special Service the auhiect of advectisine Gaereture 
\ manufacturer of rayon spin and promotional material Has Satisfied Paying Readers 
ning pumps expressed the belief In many cases charges are made The opposite story is told 
that “so much is furnished without for catalogs, advertising literature manufacturer in the wire recording 
charge today that we would expect ind promotional material solely tor equipment field. “In all the time 
ot sidet ible resistance on the part the purpose of controlling distribu we were charging distributors 
ot the trade.” tion to insure its ethcient use literature, only one or two voi 
In some companies, policy on \ machine tool manufacture their objection, all the others tl 
making charges for catal ys varies said. “We have charged only for it is perfectl fair that they 
with the situation. A machine tool catalogs on one piece and then for catalogs, mailing pieces, et 
manutacturer makes no charge for charged only those who were cata quantities over two hundred,” he 
catalogs as such but indicated a log collectors and not potential said 
charge would be made for instru customers.” The question of paying for sales 
tion manuals for special tasks with literature apparently seldom . 
is equipment Other Controls Used been a problem for most manut 
\ school supplies manufacturer \ company in the woodworking turers. In general, manufactur 
provides free distribution of cata machinerv field controls distribution provide this material free to dealers 
logs tor use in offices and bv sales in a different manner. This manu while making a charge for special 
eople. In instances where distribu facturer said, “\We have considered imprinting or for supplying um 
tors wish to use catalogs in their charging 50% of cost for catalogs, ally large quantities. 
own direct mail promotion, a charge but have never tried it. Instead. we General practice according 
made have limited the distribution. In many respondents is to pre 
\ similar policy is followed by a some cases salesmen are required to newspaper advertising mats 
manufacturer of industrial instru send in a call report on prospects basic direct mailing pieces for 
ents. Catalogs are supplied free On receipt of the report, we write cost of printing. In this case 
of charge. Planographed specializ i sales letter and send the letter and cost of preparation of copys and 
ed technical sheets for dealer's cat catalog direct from the factory.” out is carried by the manufacti 
log insertion and excerpts of en \ pump and machinery company \ rubber fabricating com) 
meering nd maintenance = in has used a combination of a small pro-rates the cost of initial pre] 
tructi e dealer's name charge and a distribution checking tion of advertising material an 
rinted ‘ ded on a 50% method \ catalog of standard its various branches, accordin: 
f cost ba products was prepared at a cost of the number of finished items 
Some manufacturers expressed a $1.35 each. These were offered to branch will use. Any copies of! 
desire to make a charge for catalogs the dealer at $1.10 each to discour (Continued on Page 150 
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You are missing a sure fire opportu- 
nity for cutting costs and increasing 
the productivity of your salesmen if 
you do not make full use of the tele- 
phone as a tool for ‘mechanized 
selling.” 


Just as business paper advertising, 
direct mail and catalogs help pave the 
way for sales calls and conserve the 
salesman's time for closing, the tele- 
phone can help concentrate the sales- 
man's effort on order production. 


Here is a useful technique for getting 
the most out of telephone "'pre-sell- 
ing’ and prospect qualifying. The 
author is advertising manager for a 
‘small industrial," who thinks in terms 
of completed sales. 





the telephone in paving the 


U 
vay 


| t in follow-ups and in closing 


for personal sales calls. 


e telephone can bring you into 
ct with practically anyone you 
to reach. Executives, man 
ge production officials who are 


ilt to reach via personal call, 


ire generally accessible by phone. 
I a salesman has found that a 
te oments’ talk on the telephone 


agically open doors that were 

to him. 

phone selling requires a tech- 

ll its own, just like direct 

publicity, or advertising. A 
s voice is of first importance. 
i king personal calls, the sales 
n as a number of weapons at 
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Using the Telephone 
To Help Mechanize 


Your Field Sales 


his command, including his person- 
ality, appearance, voice, smile, his 
manner of presenting the product, 
printed matter, perhaps an actual 
sample of the goods he is offering. 

In telephone selling, the voice 
alone does the job. The successful 
telephone salesman develops a 
pleasant well-modulated voice, not 
harsh or strained, not too soft, nor 
vet too domineering, but rather easy 


and pleasant to listen to. His voice 
carries the prospect along, and does 
it with a smile. 

The telephone can become part 
of any coordinated sales plan with a 
place as definite as that reserved for 
business paper advertising, direct 
mail, dealers and jobbers aids, sales- 
men’s presentations and all the othe: 
tools for creating sales. Of course 
it isn’t often that you can sell a 
highly technical or complicated 
piece of machinery over the tele- 
phone. But in industrial merchan 
dising, telephone selling can be of 
tremendous help as a step in ob 
taining orders. Successful business 
and technical jeurnals have long 
used a combination plan involving 
the use of direct mail and telephone 
selling followed by a personal call, 
when necessary to close the sub- 
scription or advertising contract. 

The sales engineer, whether he is 
selling taps and dies or special pur 
pose machine tools, can work the 
telephone into his sales program. 
lor example, here is a precision in 
strument salesman who is out on the 


road. His way has been prepared 


By KARL F. KIRCHHOFER 
Advertising Manager 
Atlantic Gear Work 


~ V 
New Tork 


by the home office, first by consistent 
advertising in the industrial papers, 
then by direct mail addressed to that 
particular territory informing cus 
tomers of the engineer’s visit. Pros 
pects are advised that the salesman 
“will be in Steel City the first week 
in June.”” Return cards are enclosed 
and a certain percentage will be 
returned with the request that the 
salesman call when he is in town. 

The letter will have stressed the 
fact that the sales engineer is mak 
ing a special visit to Steel City for 
the express purpose of demonstrat 
ing a newly developed precision in 
strument to plant officials who may 
be interested in seeing it. Perhaps 
he received ten requests to demon 
strate. With these as a nucleus he 
wishes to build up an additional ten 
or fifteen calls to give him a full 
week’s work. First he lines up his 
calls geographically. Then to fill in 
others he gets out his complete list 
of Steel City metal-working plants 
and picks up the telephone. 

After reaching the works man 
ager, shop superintendent or chief 
inspector, whoever may be the right 
man, the sales engineer’s telephone 
technique could proceed like this. 

“This is Joe Martel, of Consoli- 
lated Instrument. At the invitation 
of a number of shop executives, I’m 

(Continued on Page 120) 
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Armour, J-M, National Lead, Robins 
Take 1948 ABP Competition Awards 


KF IRE Y-TWO business paper ad 
vertisin 


sing « unpaigns received re 
ognition n) the sixth annual \sso 
ciated Busine Papers Advertis 


ing competition, Awards in seve 


‘ 1 ns represent cditterent 
‘ cl 7 ci Ve ~1 were made 
a special ABP luncheon April 
30 at the Carter hotel, Cleveland 
lirst place winners received silvet 
plaques and runners-up received 
certificates. First place winners in 
Cait division were 
l. Operating and maintenance 
part na iterials, National Lead 
Company, tor a campaign teaturing 
e tamilhar Dutch Boy trademark 
\ certificate award winner tor the 
past three yvears this compal VY wo 
its first top award this vear. Wil 


Seven silver plaques, 35 certificates awarded 
leading business paper advertising campaigns 


liam Knust is advertising manager 
for National Lead and the campaign 
was prepared by Marschalk & Pratt. 

2. Fabricating parts and mate 
rials, containers, and packaging 


supplies, limken Roller Bearing 
Company. The campaign, 
vised by Paul ] 


manager, and prepared by Batten, 


super 
Reeves, advertising 
Barton, Durstine & Osborn, fea- 
tured heavv use of four-color bleed 
illustrations. 


> 


3. Machinery and equipment, 
Robins Conveyor Division, Hewitt 
Robins. Edwin M. Perrin is adver 
tising manager for Robins and the 
campaign was prepared by the Ross 
Roy agency 

mate 


4 Primary and_ process 


rials, Armour Chemical Division. 


Division 3 
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New methed unioeds trozen hopper cors in minutes 
soves time, money ond lebeor 


~——— —— ae) — se 


ROBINS 
CAR SHAKEOUT 


\rmour & Co 
The Armour service campa 
R. E. Whiting 


sistant advertising manager, 


supervised by 


prepared by Foote, Cone & Beld 
is an example of “non-selling” coy 
Promoting the newly developed 


' 
‘ 


ty acids and oils business of A 
mour, the advertisements were de 
signed to place the name of Armout 
before purchasers without stimulat 
ing orders (because of short supp 
of these materials) or causing 
will. (See “How to Make ‘Nor 
Selling’ Advertising Pay Off” 
R. EK. Whiting, INpUstTRIAL Ma 
March, 1948.) 

5. Construction and engineering 
Manville Sales 


This campaign te 


KETING, 


Johns 


materials, 
( ‘OI porati nn. 


Division | 





Hew RED LEAD steps Electro-chemical Action 
-- basic cause of Rusting 


<< % puren por 
ney Bl 
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d four-color spreads promoting 
Johns Manville “Flexible Interiors.” 


Rk. L. Johnson is advertising man 
ag for the company and the cam- 

mm was prepared by J. Walter 
Thompson Company. 

Merchandise for resale, ad 
ad sed to dealers and iobbers, Lib 
bey Glass Division, Owens-Illinois 
s Company. Carl U. Fauster is 
ertising manager and J. Walter 
mpson Company the agency. 


Services and 


group advertis 

Pillsbury Mills. Robert J 
Keith is advertising manager and 
\icCann-Erickson the agency. This 
ign, “Adventures of the Plant 


teatured scientific tr 


‘ entist.”’ 
hs in the grain industry. Long 
ot approximately 800 words 
used but was reported by the 
ges to have high read: ibility. 
- 1. - } ] 
\ndrew J. Haire, president of the 
Haire Publishing Company and 


ident ot the Associated Busi 


ness Papers, presented the awards 
eport of the judging and a series 


slides illustrating the advertise 


nts that won top awards was pre 
sented by C. B. Larrabee, publisher 
nter’s Ink and chairman of the 
IP speakers bureau. 
idging in the competition, which 
vear was headed by Kenneth 
\kers, Griswold-Eshleman 
( pany, is based upon five points 
| stablishment of valid obje¢ 
\dequately informative copy. 
’ertinent illustrations 
lefhicient use of the space. 


vidence that the campaign 


Division | 





aw 
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How to help your transmission 
take good care of its teeth 





some on 
ne ee em TIMKEN 
may dus e- 
- TAPERED ROLLER BEaeIMOS 


Division 2 


accomplished the predetermined ob 
jectives. 

Mr. Akers commented, *” 
duction and purchasing men did not 


lhe pro 


attempt to become advertising ex 
perts and they said so. They looked 
at the entries as production and 
purchasing men. They approached 
them as they approach advertise 
ments in business papers they read 
at the office and at home 

‘And they took this job very 
s¢ riously 
and for the importance of advertis 
ing in business men’s minds that so 
many high production and purchas 
ing executives of important com 
panies were willing to spend the 
long hours they did on this contest.” 

The general level of entries in 
the competition was high, Mr. Lat 


rabee said. ““There were very few.” 


It speaks well for ABP 


he continued, “if any, bad examples 
But there were plenty of entries that 
fell short of attainable resultfulness 
because of certain weaknesses.” 
Typical comments of production 


men on the judging teams were 


You'd have to read that whole ad 
vertisement right through to find out 
what it’s about. Nobody would do that 
I want to know quickly what it’s about 
and what’s in it for m« 


[ happen to know that product. W< 
use it. It has a powerful story in pro 
duction savings, but you'd never know 
it from that ad 


Write to the company it says; that’s 
like writing to the government. Why 
don't they tell me whom to write to 
then I'd feel I'd get action 

I assume ads are truthful or they 
wouldn't be permitted. But they've got 
to sound truthful. Thev've got to he 


Division 5 


ety re foe Ss 


Séhatier, Cw, Auite pened oe. Johns-Manville undivided responsibility solves it better 
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Division 4 


hehevable to get me to read then 


‘Probably the most searching 


and scorching——comment was 
echoed by several who overheard 
it,” Mr. Akers said. “This was, “The 
objectives of many of these cam 
paigns as given in the letter accom 


panvinyg the entries must have beet 


vritten after the advertisements 


‘In much too large a percentage 
ot cases the letter submitted with 
the campaign dodged the question 
of re sults Chey said, ‘Ditheult to 
trace, “Lhis campaign not intended 
to get specific results,’ etc. The pro 


tu 
duction and purchasing men among 


the judges couldn't understand 
this 

“One comment by an important 
production executive was a tip-off,” 
Mi \kers said “He said, ‘Ot 
course, there aren't so many ads 
here that stress possible savings by 
the use of a product because last 
vear what we wanted was mainly 
production. But we're coming to a 
time when the savings will be im 
\nd many advertisers had 
etter change their approach.” 

\ complete list of companies re 
ceiving certificate awards, their ad 
vertising managers, and agencies 
follows 

Division 1 

Nordstrom Valve Division, Rock 
well Manufacturing Company, Wil 
lam A. Marsteller: the McCarty 
Company Waldes-Kohinoor, Jo 
seph Bloom; Grey Advertising 
\gency The Emil Gremer Com 
pany, Bertram Stone; Jasper, Lynch 
& Fishel. Plymouth Cordage Com 


52 


pany; William A. Scherff; Fuller 
& Smith & Ross. The B. F 
rich Company, Industrial Products 
Division; H. E. Van Petten; The 
Griswold Eshleman Company. 
Division 2 

I. I. duPont deNemours & Co., 
Department; J] 
Batten, Barton, Durstine & 
Elastic Stop Nut Corpora 
\merica: 


(,00d 


explosives Bruce 
Crilhie 

()shorn 
Redfern Hollins; 


tion of 


G. M. Basford Company. Mon 
santo Chemical Company, Merrimac 
Division; Edmund Greene ; Gardner 


(,00d 


\dvertising ( 
rich Company, 


H. E. Van 


Ieshleman Company. 


ompany. B. |] 
Koroseal division; 
Petten; The Griswold 
(seneral Elec 
division : 


tric Company, plastics 


Spark b 


Ay Ltit) 


‘he latest 
Libbey 
Hostess Set 


ry 
hd 
a 


LIBBEY GLASS AWS mM 
~~ 


Division 6 


R. L. Gibson: Benton & Bowles 
Division 3 
Bulldog Electric Products (om 


Bre oke, 


Corn 


pany; Edward R. Dunn; 
Smith, French & Dorrance. 
ing Glass Works, technical prod 
ucts division; William A. Belknap, 
Jr.; Charles L. Rumrill & Co. 
Morse Twist Drill & Machine Co. ; 
\. R. Anderson ; Sutherland-Abbott 
\dvertising. R. G. Le Tourneau, 
Inc.; Eugene Weyeneth; Andrews 
Monarch Machine Tool 
Company; Frank W. Pensinger; 
Fuller & Smith & Ross. 
Division 4 
Fearn Laboratories; Joseph B. 
Kleckner ; Howard H. Monk & As- 


Com- 


\gency. 


sociates. Hercules Powder 
pany; Theodore Marvin; Fuller & 
Smith & Ross. 
Company, plastics division; E. D. 


\dvertising 


Monsanto Chemical 


Kennedy; Gardner 
Company. Sandoz Chemical Works ; 
Frank MacKinney; James Thomas 


Chirurg Agency. U. S. Indust: 
Chemicals; A. E 
Basford Company. 
Division 5 

United States Steel, Ameri 
Steel & Wire Company; Wil 
Cordes; Batten, Barton, Durstine 
Pittsburgh Libby-Owe 
Ford Glass Company; Frankly: 
Hawkins; Fuller & Smith & R: 
Pittsburgh Plate 
Robert \Wardrop ; Batten, Bart 
Durstine & Osborn. Tri-Clo 
Machine Company; Richard 
Bode; Russell T. Gray, Inc. Ws 


Conversion Company ; D. B. Ande 


Tongue; G 


( she Tn. 


Glass Compa 


son; The Buchen Company. 
Division 6 
Dormeyer Corporation; Mat 
EK. Allesee; John \ 


National Enameling & 


Shaw, Adv 
tising 
Stamping Company; Vernon S 
Mullen, Jr Roche, Williams & 
Cleary. Stone Straw Corporatior 
Clarke Stout; Henry J. Kaufman & 
Associates 
Standard 

Howard ® 
ton, Durstine & Osborn 
Inc.; R. S. LeMattv; 
Monk and Associates 


Division 7 


American Radiator & 


Sanitary Corporati 
Batten, B 
Blue Be 


Howard H 


Spindler ; 


International Nickel Compat 
Robert | Lloyd ; Marschalk & 
Pratt Company. Wire Reintor 


ment Institute; 
Batten, Barton, Durstine & Osbort 
Harvester Compat 


Theodore a Kaue 


International 
motor truck division; M. F. Pe 
kels; Aubrey, Moore & Wallace 
Robins Conveyors Division, Hewitt 
Edwin M. Perrin; Ross 
Warner & Swasey; D. M 
Pattison; The Griswold Eshleman 


Robins: 
Roy, Inc 


Company. 


Division 7 
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foes same giant page size that gives modern pic- 

torial publications their striking extra selling force 
to class and mass is vours to use in Modern Industry. 
Big MI space invites wider readership—makes read- 
ing and selling easier supplies the elbow room that 
simplifies the deseription of your product and its 
competitive merits. 

Modern Industry's big page area is no accident. 
lt carries out our basic editorial policy of Pictorial 
Journalism for Men in Industry. It takes large space 
to do an effective. photo-sequence job. VIL uses that 
style to give management the story in clear detail 


for accuracy and understanding of every article. 


ul 


i 
Hie 





I 


NT 


Advertisers reap bumper harvests from this scien- 
tific editorial advantage over small page size. 

Your advertising in Modern Industry’s generous 
pages reaches the men who count on every level of 
Management. VII has the most extensive and inten- 
sive readership that can be bought today among 
management men in the 31.500 plants that produce 
89°) of American Industry's entire volume! More 
\rea Vleans Greater Power to Sell More Goods at 
Lower Cost. 

Here are 8 ways that alert advertisers have dis- 


covered for making the most of the giant MI page... 





LET YOUR TREASURER BE YOUR GUIDE ON HOW TO PROFIT BY Mi PAGES 


On a Tight Production Budget 


], Use a 7 x 10 open-style plate in a big MI page, and it stands 


out with new impact in white space. 


3 A bleed-page piate prepared for ordinary publications makes 


a perfect non-bleed advertisement in MI's ample acreage. 


a Run an extra column alongside your regular-size advertisement 
when you run it in Ml. USE IT to list your distributors, feature 
product applications, illustrate parts or models, offer literature, 
display testimonials or make other effective, productive em- 


ployment of the added space you get in Ml. 


4, The same 2%4 page plate you use in tight formation in ordinary- 
sized publications can be used intact for Y2 page in MI! 








On a Standard Production Budget 


], Use an Mi bleed plate that gives you 90% more space than 


a 7 x 10 page elsewhere! 


2. Use a non-bleed plate for Mi, and you still have 39% more 


area for your message than a 7 x 10 in which to — 


pack more sales points 

* break down resistance 

* display a wider line of products 
* list more applications AND 

* STEP UP YOUR SALES WITH Mi. 


3, Enlarge your ordinary-sized advertisement for Mi for IMpact. 
4, It's hard to believe, but a Y2-page bleed advertisement in Mi 


is only Ye of a square inch smaller than a 7 x 10, and if you 
want to see how that pays, COMPARE THE SPACE COSTS!!! 











Staff-researched and staff-written for management men whose job is to make 


and market better products at lower cost, featuring Pictorial Journalism. 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 


INDUSTRIAL MARKETING, May, 1948 


55 


























The Linde Air Products Company 


[CONTINUED FROM Pace 47] 
Catalogs 
essentials in specifications to give its 


user qui k reference to the informa 


tion in which he is most interested 


Lhe pages themselves will also give 


~ 
the distributor an 
ly 


irranging a 


ideal pattern for 
oT t] e products nN 


“1) :\ 
} i 


is W mdow 


new use for catalog 
ives—lavout whi lend then 
elves to disp iV purposes l here are 
plenty « ndustrial produc ts whicl 
can be idapted through good layout 
technique to serve a double purpose 
ind thus furni i powerful double 
headet tles tool 


I he I ince 


paves must he 


\ir Products Company 


seen to be al prec mated 


color process plates are used 


0 show the pl duct and its acce 


ores, and the accompanying text 
Is an im r iles story The data 

complete and purchasers know 
exactly what they will get for thei 
rwone ys 

lhe Sturtevant Division of the 
Westinghouse Electric Corporation 
ulapts the technique of the “ex 


ploded view In its presentation ot 


The Foxboro Company 






THE BASIS OF ACCURATE FLOW MEASUREMENT 


arguments, 


in these catal vs. 


f the individual components to the 


with straight factual and 


non-ballyhoo copy, gives this spread 


i scientific exactness. It sells the 


product to the prospective buyer. 


Readers who have the habit of 


glancing through catalogs will be a1 


rested by the Foxboro Company 


pages. An excellent cut-away view 


of a meter body, with a sure-enough 


description, assists materially in ex 


plaining the theory behind flow 
measurement Che lacing page 


shows the different types of meters 
in well-drawn line sketches, togethe1 


itl 


short explanatory notes 


Aim For Buying Action 


hou 
~ 


1n 
to 


In all these example Ss, Cala 


has been cle \ elk yped 


rormation 
promote product selection and in 
tended buying action. In addition, 
short 


convincing 


tne pages carry words, terTs¢ 


language, 


Interesting word pictures and active 


descriptions, all elements that permit 


the prospect and customer to grasp 
ideas quickly and accurately. 
(,00d layout technique is apparent 


Skillful 
Gallery E 


arrange 





Independent Pneumatic Tool Company 


~, 
7 
Gallery E 
i “speed” heating unit. The tie-up 


ments of copy, color, type and ill 
trations will catch the reader’s 
and draw him into the text. 
Watch Your Tabulated Data 
Probably the most meager section 
in many catalogs are the pages de- 


voted to specifications, techni 
data, tabular material, etc. Too 
often, this type of material is not 
general harmony with the rest of 
the catalog. Such tabulations ar 


helpful, valuable reference matter 
which should be made as usetul at 
easily available as possible. 

The Copy ¢ hasers, in the Nove 
Ma 


KETING, had this to say: “The pr 


her 1947 issue of INDUSTRIAI 


pose f the catalog is to save the 
buyer time and the seller money 

putting the kind ar 
amount of information, in conve! 


ient form, into the hands of bu 


proper 


ers known to be active. 


Gallery “FE”, page 60, shows 


how “information in convenient 


; 


form” (specifications, data, et 
has been prepared by sales-mincd 
catalog designers 
Federal [:lectric ( ompany shi 
an unusual presentation of specifi 
(Continued on Page 60) 


Sturtevant Division — Westinghouse Electric Corporation 
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CUSTOMERS WILL READ MANY TIMES OVER! 


fertile progress 


T. I.’s 50th Anniversary issue destined to be most 
thoroughly read publication ever to reach the textile 
industry! Tremendous opportunity for advertisers! 


4 


An across-the-board shot at practically every era’s accomplishments. And it is doing it in a 
key man in every branch of the industry! magnificent way. Check that list of contribu- 
Through sheer editorial interest, that’s the tors! But that is not all.:.. 


bonanza this one great issue of TEXTILE 


INDUSTRIES will give to advertisers! In addition to T.I.’s regular circulation — 


which numbers more actual domestic mill 


A 50-year chronicle of the industry's copies than any other textile publication — 
progress in all its divisions and many diversi- extra distribution for this issue will run into 
fied interests. A work of historical and statis- the thousands. No advance in rates! 


tical value —for reference in the years to 
come; reflection to the old-timers —a chal- 
lenge to the present day modern-minded 
generation. 


Get your complete story read by the most 
receptive audience T.I. or any other textile 
journal ever offered! 


year of service to the industry, naturally, is 
the one publication expected to record the 


Textile Industries 


The Production and Management Journal of the Textile Industries 


GRANT BUILDING + ATLANTA 3, GEORGIA 


FORMS CLOSE JUNE 20 


There is a TEXTILE INDUSTRIES representative near you: 

Arthur C. Shaw, 11 Monroe Rd., Wellesley Hills, Mass. (Wellesley 3648) 

Wm. K. Hoffman, 26 Bowdoin St., Maplewood, N. J. (South Orange 2-2484) 

L. E. Allen, 1101 Security Bidg., 189 W. Madison St., Chicago (Graceland 6266). 


W. R. 4 A. E. C. Smith, 206 Auditorium Bidg., Cleveland, Ohio (Cherry 7452) 
J. D. Parsons, 63 Barker St., Buffalo, N. Y. (Garfield 5532) 
SMITH W. A. McGee, Box 562, Charlotte, N. C. (3-4932) 
L. B. Chappell, Auditorium Bidg., 427 W. Sth St., Los Angeles (Michigan 9849). 


PUBLICATIONS 





TEXTILE INDUSTRIES © SOUTHERN POWER and INDUSTRY @ SOUTHERN AUTOMOTIVE JOURNAL © ELECTRICAL SOUTH © SOUTHERN HARDWARE © SOUTHERN BUIDLING SUPPLIES 


INDUSTRIAL MARKETING, May, 1948 


59 




















Scully-Jones & Company 


|CONTINUED FROM PAGE 56] 
Catalogs 
tions and technical material rhe 


pages I make selection ot thet prod 
Lict » very simple matte! 
Scully Jones Ww Lo combines 


produ t description, specifications 


and prices in an interesting mannet 
in their catalog. It does not take a 

le lot of figuring to learn some 
thing about Scully Jones products 


\nd the brief statement “When O1 


dering” 


Y 1s information purchasing 
wents and shop men understand and 
velcome 


pages des« ribing certain No 


ton tool and cutter grinders include 
specifications which enable buvers 
to get a clear picture of the units 
available Rather than devote the 
last tew pages of a catalog to ove 
all specification tables, it is best to 
handle one product at a time and 
te our entire Try on a page, oO1 
alt-page as Norton has done 
he ere 1s no need tor looking 
it a photograph on one page and 
iving to turn to the back of the 


Federal Electric Company 
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Gallery F 


catalog tor detailed specihcation 


data on 


Gsrinnell Company includes spect 


nother page 
fications and price data for easy or 
dering. The spread trom the Grin 


nell welding fittings catalog is an 
ideal presentation of everything a 
buver should know before ordering. 
Product description, photograph and 
cross-section view, specihcations 
and prices are at the fingertips of a 
purchaser. The need to wander all 
over the catalog to find what you are 


looking for has been eliminated. 


Help Your Customer 
Decide To Buy 


‘The less useful the material, the 
less the buyer will use the catalog.” 
If catalog designers will remembet 
that sentence from the Copy Chas 
ers, then each catalog dollar can be 
ade to 
l] 


ing in 


sell more products. 
le next catalog element is lack 
Q5C books. \ 


italog is the most complete printed 


today *s 


; 
OO} 


representative of your products 


l[heretore, it 1s important to in 





Grinnell Company 


some definite buying action 


Gallery “G" (page 62), sh 
a detin 


D. Daves 


three for 


suggestions 


buying step. In fact, C 


port, advertising managet 
Union Steel Products Comp 
states: “I would like to call you 


tention to the cards in the back. We 


have found that these work out very 


well. For only a small expenditure 
we receive returns for not only the 
items shown in this catalog, 
other items we manutacture, 


through the life of the catalog 
\ recent editorial American 


Vachinist “The 


seller’s market is rapidly fading 


in 
said: day of the 
The only safe thing to do is to a 
the that 


an absence ot 


on premise competil 


afte seven years, 1s 
back with a bang.” 
In the 


ahead, 


era of competitive selling 


catalogs must function more 
and more as hard-hitting, automa 
high speed sales tools, with the 
ot a lower ratio 


mary objective 


selling cost per product. 


The factual. informative catalog 


clude visual means whereby a works tor you when your salesme! 
prospect or customer can pertorm Continued on Page 02) 
Gallery F Norton Company 
Rertan toot soem grinds 
———_— ae — — . 














—_ — 

















60 


: ~ 
A 
* er = 
re es ——_——m~ 
-_ — » »_* . 
c 








INDUSTRIAL MARKETING, May, !°48 














Electronic Market #1 
16,950 Radio Engineers 


This is the story of a technical market which 
consumes millions of dollars of components, instru- 
ments, materials and transmitting equipment an- 
nually to make up the two billion dollar radio- 
electronic industry. 


Manufacturers tell us that nearly half of all 
their sales are “audience sales” made through ad- 
vertising, or mass selling. The reason is under- 
standable — it takes a sales engineer to do this kind 
of selling; and they are hard to get. The engineer 
is the buyer; and he is hard to reach. 


But it is not hard to sell the radio industry if 
you tell your story to the radio engineer using a 
medium which talks his language; his monthly tech- 
nical journal, “Proceedings of the I.R.E.” for pro- 
motional copy, and his annual “I.R.E. Yearbook” 
for reference data ads. These publications can serve 
you as a Sales engineer staff big enough to contact 
16,930 engineers, all qualified I.R.E. members. Our 
new A.B.C. statement will give you audited facts on 
this Electronic Market =1. Ask us for a copy, today. 


The illustrations show some of the scenes from 
the 1948 Radio Engineering Show at Grand Central 
Palace, March 22-25 which attracted 14,800 men to 
technical exhibits. Thus the I.R.E. brought a major 
segment of the “Proceedings” audience right to its 
advertiser-exhibitors. 


THE INSTITUTE OF RADIO ENGINEERS 
Proceedings of the IL.R.E. 
I.R.E. Yearbook Radio Engineering Show 


Ady. Dept.: 303 West 42nd St., New York 18, N. Y. 
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SPEED REDUCER DATA BLANK 
HERRINGBONE WORM GEAR MOTORIZED 


+ orde: to gre wecticenons 
Beh Speed Reducers 


He mie Neve the Salto ng ator meaner 


end qetetons fo he opp aren of ont 





THE FOXBORO COMPANY 
FORBORO MASE. U 5 4 
FLOW METER DATA SHEET 











Information, Please, about 
Air-Conditioning 
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tae These Handy Mailing (ards for Farther Information 
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Gallery G 


[CONTINUED FROM PAGE 60 


Catalogs 


are not in the buver’s ofhice. 


well-planned and well-prepared 


catal 
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sa sales tool which creates 
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R138 


R136 
R135 


R133 


R132 


R124. 
R123 
R121. 
R120. 
R119. 
R117 


R116. 
R115. 


R112 


R111 


R110. 


R109. 


R107 


under 





R140. 


R139. 


R137. 


R134. 


R131. 
R130. 


R129. 


R126. 
R125. 





Send for Reprints of Industrial Marketing Articles 


INDUSTRIAL MARKETING OFFERS the following re- 
prints of outstanding editorial features as a special service to 
its readers. Nominal charges are made to cover cost of print- 
ing and mailing. Unless otherwise noted below, reprints are 
sold for 5c each. Please send exact amount in coins, stamps, 
or checks with reprint orders to THE EDITOR, INDUS- 
TRIAL MARKETING, 100 E. Ohio St., Chicago 11, Ill. 
We cannot handle small credit orders. EDITOR. 


How to Avoid Eight Common Mistakes in Hiring Salesmen, by Burton 
Bigelow, November, 1947. 

Selling In the Buyer’s Market, by L. Rohe Walter, February, 1948 
Education on the Selling Line, by P. R. Willmarth, February, 1948. 
Le Lourneau Tells How Its Ad Campaign Is Tailored to Reach Export 
Markets, by J. G. Van de Loo, October, 1947. 

Birthday Party for 500,000, by Dan Dickow, December, 1947. 
McGraw-Hill Completes Census of Industry, by Hal Burnett, Decem 
ber, 1947 

{What to Put in Your Catalog... 
Column, November, 1947. 25c. 

*The Effectiveness of Repeated Advertisements, September, October and 
November, 1947. 75c. 

Try Motion Pictures for your Change-over Troubles, by Raphael G. 
Wolff, October, 1947. 

When You're the Host, by Robert L. Fegley, October, 1947. 

Fifteen Sales Training Tools for Small Business, by Harry Simmons, 
October, 1947. 

Selling Industrial Products 
C. Bursk, September, 1947. 
The Honeymoon Is Over for Salesmen, by Don F. Wilber, August, 1947 
§$How to Determine the Markets and Buyers for Industrial Products, 
by A. R. Venezian, August, 1947. 25c. 

How Advertising Can Reduce Unit Sales Costs, by Charles S. Wilkinson, 
April, 1947. 

Pricing Industrial Goods for Sales and Profits, by Joel Dean, April, 1947 
#The Orchestration of Type, by A. Raymond Hopper, March, 1947. 15c. 
+250 Leading Advertisers in Business Publications, February, 1947. 25c 
Business Paper Advertising Volume Reaches $178 Million in 1946, by A. 
R. Venezian, January, 1947. 

Advertising to the Building Industry—The Copy Chasers Column, De- 
cember, 1946 

Design For Selling, by Thomas G. W. Nevell, December, 1946. 

“Pennsy” Cements Traffic Regulations by Publicizing Industries It 
Serves, October, 1946. 

How to Cut Servicing Costs on Inquiries, by W. Irvin Brennan, Sep- 
tember, 1946 

Industrial Advertisers Seek Ways to Offset Rising Expenses, September, 
1946. 

Bloody Footprints in the Snow (NIAA Conference Speech), by John E 
Wiley & Chapin Hoskins, August, 1946. 

How Local Market Analysis Helps Distributor Sales, by G. H. Kent 
August, 1946 

Advertising Space in Business Papers During 1945-44, August, 194¢ 


and HOW—tThe Copy Chasers 


.. with the Accent on “Selling,” by Edward 


"This reprint contains 11 pages and can be obtained for 25 cents. 
*This reprint contains 12 pages on a summary of the Repeat Ad Study mad« 


the guidance of a special steering committee of industrial advertisers 


agencies and publishers. Single copies can be obtained for 75 cents, 10 or moré 
are 50 cents each, and 25 or more are 25 cents each. 

§This reprint contains 16 pages and can be obtained for 25 cents 

#This reprint contains five pages and can be obtained for 15 cents. 

+This reprint contains nine pages and can be obtained for 25 cents. 








direct sales, supplies information to 
the inclusion of products in indus 


you get vour story before the 1 
people. When you tell prospects a 


trial specifications, and functions as customers “what they want or 1 

1 selling aid for dealers and sales- to know; convince them that thes 

men will benefit by using your prod 
Catalogs must be written to influ- and make it easy for them to 

ence buyers. They must be written then your catalog dollars will 

to get the man to reach for his pen. duce results: more and more si ¢s 

Catalogs must sell products when at lower cost. 
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_.. this is one of 

10 pages in the new 
BELNAP & THOMPSON 
PRIZE BOOK, which 
is designed in the 
belief that you should 
get more than you 
pay for when you 
run contests, offering 
prize awards 

to your salesmen. 





> 1dye- 








So you are a salesman= 
then, mister, 

sell yourself 

first. 


Before you open 
your mouth— 
before you say 

a word— 

you have already 
made an impression 
on the prospect. 


The copy books say=— 
"Be neat— 

be pleasant— 

be cordial— 

be confident— 

but not overbearing.*® 


And some fellows 
figure this t be 
the idle preachment 
of emily-post-minded 
sales managers 


But it is not 


It is sound 
practical stuf 
built around 
the proven human fact 
that people 

like to do business 
with people 

they like. 


It is the human factor 
that is y 

It is the ingredient 
in the sale 

that is a smooth 


combination of personality— 














of pleasantness, 
of trustworthiness, 
of reliability, 
and responsibility. 


It 1s you— 

the smart package 
in which 

our sales story 
is wrapped 

The package 

that makes 

the prospect say— 
This interesting; 
I wonder what's 


inside?” 

















right to expect. 


privileged to assist sales managers by providing incentives for sales 


D* the twenty years that BELNAP & THOMPSON, Inc. has been 


men, we have learned that there are two results which management has a 


The first result ts the achievement of the immediate objective of the contest 


the particular type of sales performance for which prize awards are given. 


This is a result to be expected—it ts the one you pay for when you give in 


centive awards. 


The second result of a contest ought to be a lasting improvement in the 
sales “know-how” of the organization. A contest calls for more conscientious 


application of sales techniques and sales effort 


with the effectiveness of such 


application underscored by the contest results. Some of this increased “know 


how” should be retained beyond the contest closing date... 


permanently improved selling organization. Such a result (to the degree 


that it can be attained and retained) is sheer velvet to management. 


@ The new 1948 Belnap & Thompson Prize Book—always a recognized leader in achiev- 
ing “result 1° described above, now makes a bid to provide the maximum of “result 
2." When you see your copy of the prize book, you will understand. May we send you 
a copy today? Ask for it on your business letterhead. 


BELNAP & THOMPSON, inc. 


1516 SOUTH WABASH AVENUE 
“INCENTIVE CENTER” 
N. Y. OFFICE: 271 MADISON AVENUE «+ Murray Hill 6-5360 + NEW YORK 16 
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Palmer House 
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ANA Undertakes 3 Research Projects 
Vital to Industrial Advertisers 


Advertisers to study appropriations planning, 
evaluation of trade shows, use of direct mail 


T HIRE projects of potential 
ly great importance and inte 


est to industrial advertisers mo\ 


ed forward at the Spring meeting 
of the Association of National Ad 
ertisers, April 11-14 at the Drake 
hotel, Chicago 

Most far-reaching of the pro} 


ects is a detailed study seeking to 


develop scientific methods for de 
termining the proper size of ad- 
ertising ippropriations 

WwW. & 
Company will crude the project 
for \NA, while Darrel B. Lucas, 
prolessor ol marketing it New 
York university, W il} tie idl an edu 


otter, | astman lTwodak 


itional committee ot six 
financed b a $25,000 gvrant 
trom the Merrill Foundation set 


up by partners ot 


Merrill. Lynch 


lierce, Fenner & Beane broker 


ive tirm, the study will embrace 
( olle He rere ( tep 
' ' 
i lo ( | ) Vp i] i 
rficer a9 rion. ] t ] 
ertisers 1 arious product clas 
on ‘ letermine then 
uivertising appropriations 
> ; , 
| > ¢ l ~ simple ana 
{ rT | Toot 


determining the advertising ap 
propriation 

3. To establish recommenda 
tions and guiding principles for 
setting aside advertising reserves 
in good years, for the purpose of 


drawing 


¢ upon such advertising re 
serves in bad years. 

The pattern of the ANA study 
of all advertising appropriations 
follows closely that established 
for revision of NLAA’s annual in 
dustrial budget surveys by a com 


headed by Bennett \\ 


LU > Steel ( orpora 


mittee 
( happle, |i 
tion of Delaware 

\NA’s 


committee undertook twin proj 


industrial advertising 
ects (1) a study of ettective utili 
ation of trade shows under the 
Wallace \\ 


favlor Instrument 


chairmanship ot 
Lone kwood, 
Companies, and (2) a study of the 
use of direct advertising in indus 
trial promotion under the chau 
Rohe \Walter. The 


tkote Company 


a inship of | 


\Ir. Lockwood's committee will 


] 


collaborate ( osely with the X 
hibitors \dvisory 


Council, and 


SITTING ONE OUT at the Association of National Advertisers spring meeting are (left to 
right) W. W. Lockwood, Taylor Instrument Companies; L. Rohe Walter, Flintkote Company: 
Chester W. Ruth, Republic Steel; and W. H. Cordes, American Steel and Wire Company 





64 


possibly with the NIAA, to 
courage more thorough report 
of the quality and distributio: 
attendance at shows and exhil 
‘The committee plans to develo 
comprehensive check list to 
manutacturers in their select 


ot shows. and to consider reco! 


mendations for planning of s! 
layouts and construction of 


vidual exhibits to improve 
overall effectiveness for exhi 
tors 


Boom In Trade Shows 
Brings Special Problems 


RH. DeMott,. vice presidet t 


SKF Industries, outlined a nu 


ber of the problems that ha 
arisen from the post war boon 
trade shows, exhibits and 
Drawing on the reports of the | 
\dvisory | 
DeMott estimated that there 
be at least 1437 shows fort 
compared with 1134 for 1947 


hibitors’ Council, 


The increase in the number 
shows, according to Mr. DeM 
has created problems of tim 
overlapping dates, second-rate 
cations, and too-frequent exhil 
ing that seriously hamper the 
fective use of trade shows 


some manufacturers. 


Other problems include th 
tion of some exhibit managem« 
in relaxing regulations on the 
of space to admit “tringe” ex! 
tors or others totally unrelat 
the field covered by shows 
other show managers hav 
posed of unsold spaces witl 
charge to prominent firms, 
overcharging on services to « 
exhibitors to compensate fot 
revenue, Mr. DeMott said 
recommended close attentio! 
EAC reports on attendan 


shows 
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In Designing all 
Kinds of machines 


ated vending machines. 


Aircraft ground handling equipment, 
mechanical, hydraulic and structural. 


Permeability tuners for radio receivers. 


Diesel locomotives, including engines, 
control, etc. 


Filling machinery and packaging ma- 


chines. 


farm machinery, grain. elevators, 
threshers, corn pickers, corn shellers. 


Industrial ventilators, axial flow fans, 
oil filters. 


Quarry equipment ceramic machinery, 
automatic doughnut machinery, vend- 


ing machines. 


Domestic laundry appliances, washers 
and ironers. 


x j i 
Fluorescent lamp machinery, signal 
‘amps, horns. sirens. 


Paper folding machinery, household 
utensils. 


Snow plows, road graders, hydraulic 
devices 


Aircratt stationary, marine and aux- 
ary gasoline engines. 


“ 


Automatic phonographs, coin oper- 


—— 


—_ 
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Mechanical Engineer 





Chief Engineer 


Chief Engineer 


Design Engineer 


Chief Engineer 


Designer 


Director of Engineering 


Drafting Rooms 


Chief Engineer 


Chief Engineer 


Design Engineer 


General Manayer 
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“We aie proud of our library of MACHINE DESIGN copies and 
feel that this information derived from them has been of real 
help in our’ design problems.” 


“MACHINE DESIGN is one of the most worthwhile periodicals 
for mechanical engineers.” 


“Your publication is very helpful in keeping us up to date on 
new designs and is greatly appreciated.” 


“MACHINE DESIGN is an indispensable tool in our engineering 
endeavors.” 


“We are cover to cover readers and rate MACHINE DESIGN 
as _ tops.” 


“We particularly appreciate the broad coverage of the design 
field—we average at least 2 or 3 ideas of a helpful nature each 
issue, either in feature articles or in the advertisements.” 


“The writer has a great appreciation of the material and ads 
particularly because the articles are mainly technical and it is 
in no way a (popular article) journal. In fact it ranks with En- 
gineering Society Journal. Keep up the good work.” 


“Your magazine is the most sought after and most minutely read 
of any publication we receive. MACHINE DESIGN is the ‘Au- 
thority’ in settling disputes among the men—no one disputes it. 
Keep it authoritative.” 


“We read the subject matter with much interest, but we go 
thru the advertising avidly and thoroughly— it’s our materials and 
service handbook.” 


“MACHINE DESIGN is the finest publication of its kind I know 
of. It is valuable for the many ideas one gets from its articles.’ 


“MACHINE DESIGN is the best periodical dealing with design 
problems that comes into our office and is much appreciated as 
a source of ideas when designing mechanisms. We also find the 
advertising section interesting and informative.” 


“Your articles on hydraulics and pneumatic developments are the 
best of all the trade journals.” 






“Consider MACHINE DESIGN the best publication of its kin/ 
Have enjoyed reading the magazine for over a period of 15 yey 
or more.” 































Current Problems of Design Engineers 





Typical Problems Solved by MACHINE DESIGNers 

















LITTLE machines and 


BIG machines 





Write for this helpful study that tells 


aN why specifying power means buying power. 





COST 
Nau@ tie 


design of parts for econom- 
jal production by welding.” 
mote control systems and 
gutomatic controls.” 

ld welding on machined 
parts in erection of hydro- 
turbines.” 

Handling of special jobs 
where engineering costs are 
a high percentage of total 
costs.” 

ost reduction—new mater- 
als.” 
Materials selection to re- 
duce raw material and fin- 
ished parts costs-machined 
parts (incl. castings and 
forgings. )"’ 
fvaluating cost and fabri- 
cated methods of produc- 
tion for reduction of cost of 

ent production items.” 

laboMsaving devices and 
improv@ments to present 
equipmen™p obtain lower 
Operating cos 
Flywheels — geaWjrains — 
casting vs. steel faDwication 
of parts.” 
Production methods low cos 
short run tooling methods 
for pressed metal and plas- 
tic moulding.” 

elding and heat treatment 
of 4.6% chrome.” 

onversion from cast iron to 
die castings and steel weld- 
ments.” 

eight and cost reduction on 
truck winches.” 


quipment for manufacture 
and simplified engineering 
design for the reduction of 
the manufacturing costs on 
small diesel engines to fall 
within the competitive scope 
of other types of internal 
combustion engines.” 

Mrawing and forming of 
stainless steel and fabrica- 
tion by heli-arc welding.” 





BETTER 
PERFORMANCE 


“Gas, oil and water seals, 
gaskets for high tempera- 
ture, governors, linkages, 
instrumentation.” 

“Mechanical portion of small 
time interval recording and 
indicating devices electric- 
ally operated from fre- 
quency standards.” 

“Bearing materials for very 
heavy loads and oscillatory 
motion.” 

“Extreme shock loads on 
welded assemblies.” 

“Automatic cycle controls (air 
operated ).” 

“Silent chain drive vs. ‘V’ 
belt and gear drives. Ap- 
plication of hydraulic prin- 
ciple to our machine.” 

“Elimination of backlash in 
all types of gear systems.” 

“Automatic winders.” 

“Couplings for connecting en- 
gine driven generators di- 
rect to crankcase.” 

“Weight reduction.” 

“Design of standard inter- 
changeable parts — espec- 
ially in reference to a bet- 
ter product and economy of 
manufacture.” 

Heat treatment of pneumatic 

eting tools and spindles.” 


as 50,0004 load 
.P.M. Vibration 
exciters. 4 
chinery.” 


driven rotary and re 
cating quills.” 
“Elimination of porosity in 
buffed silicon aluminum 
castings.” 
“Damping of turbine blade 
vibration.” 
“Simple bearings that will 
last at 40,000 R.P.M.” 


“Sanitary fastening devices.” 


LONGER 
LIFE 


“Strength of castings.” 


“Handling of corrosive ma- 
terials.” 


“Hydraulic systems for farm 
and industrial tractors. De- 
sign of transmissions.” 


“Vibration, stress concentra- 
tion.” 


“Stress calculation in various 
machine parts.” 


“High temperature steels for 
use as baffles in steam 
boilers, exposed to flue gas- 
oxidizing atmosphere.” 


“Streamlining and enclosing 
products.” 


“Protection of air cylinder 
shafts exposed to asphalt 
and sand.” 


“Electrolytic action on various 
types of steel also on dif- 
ferent types of protective 
plating; chrome plate, cop- 
per plate.” 


“High strength, corrosion-re- 
sistant, and abrasion resis- 
tant alloys.” 


“Rotary seals, noise reduction 
in hot water circulators. 
Hydraulic noise in pumps. 
Static and dynamic balanc- 
ing of impellers.” 


“Machinery set on springs or 
spring supported founda- 
tions for elimination of 
shock from an_ external 
source.” 


“Lubrication and bearing seal 
against dust and abrasive 
material.” 

“Waterproof electrical con- 
trol.” 

“Slow speed, high horsepower 
clutches.” 

“SuMgce finish comparison 
meth®ds.” 

“Oil distriByjion in bearings. 
New bearirlg, material per- 
formance.” 





MACHINE DESIGN 


A PENTON PUBLICATION + PENTON BUILDING + CLEVELAND 13, OHIO 


16 East 43rd Street 
NEW YORK 


130 N. New Hampshire Ave. 
LOS ANGELES 


520 N. Michigan Ave. 
CHICAGO 





REDUCED 
~ MAINTENANCE 


“Kutomatic drives — power 
transmission.” 


“Ingenious motions.” 
“Machine lubrication.” 


“Elimination, so far as pos- 
sible of packing boxes, or 
packed seals.” 


“Conversion of horizontal! units 
to vertical units in the in- 
terest of space saving and 
accessibility.” 


“Slow speed hydraulic drives.” 


“Vibration analysis and con- 
trol. Measurement of spray 
droplet particle size (lab. ).” 


“High temperature pump pack- 
ing for rotating shaft.” 


“Die cast alloys for engine 
cylinders.” 


“Noise abatement.” 


“All-welded fabrication of 
vacuum filters and applica- 
tion of weldable alloys for 
corrosion resistance.” 


“Bearing design in chemical 
pumps.” 


“Effects of severe corrosion 
on working parts of valves 
in corrosive chemical and 
petroleum service.” 


“Designing to avoid service 
necessity and to make it 
easier to perform when 
needed.” 


“Trying to improve appear- 
ance of machines and still 
have them accessible for 
maintenance and cleaning.” 


“Increasing speed and low- 
ering maintenance of stand- 
ard machines.” 


“Scoring of pump shaits by 
packing.” 


“Protection against corrosion. 
Protective coatings for large 
masses.” 


Micyy by Sy 











ssional journal of design engineers 


It provides a common clearing house for the latest ideas and 
information on the design of all types of machines. Every 
issue covers the following subjects as related to the design 
of machines: 

Design Analysis & Calculations Lubrication 

Materials Drives and Controls 
Mechanisms Engineering Management ani 
Machine Components Organization 

Finishes Machine Styling 

Production Methods Patent Law 

New Machines 


omplete coverage of all worthwhile machine building plants 


9131 machine building plants receive MACHINE DESIGN every 
month. This represents every worthwhile plant that builds 
machines—a list that is constantly checked and kept up-to-date 
by Penton’s continuing industrial census. 


bu the thorough readership of all interested designers 


Most companies route their copies through the design engi 
neering department. Every month MACHINE DESIGN is reac 
by over 66,000 engineers and executives responsible for the 
design of machines. 96% of the readers read every issue 
regularly. 86% of the copies are read by 3 or more readers 


Your advertising in MACHINE DESIGN reaches your bes! 
customers and prospects—the men with the specifying powe! 
and the buying power for parts, materials and finishes. 


MACHINE DESICH 


A PENTON PUBLICATION * PENTON BUILDING 
CLEVELAND 13, OHIO 
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By ROBERT RAINE 
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«| LECTING advertising media 
” for an over-all campaign be 
comes a matter of logistics when 
vou have two sales divisions with 
diverse sets of markets and a public 
relations program besides. 

\t least that was the way things 
looked when Wyandotte Chemicals 
Corporation, Wyandotte, Michigan, 
developed a list of all the angles to 
be hit in its current advertising cam 
paign. Wyandotte produces basi 

rganic and organic chemicals and 


is the world’s largest manufacture 


specialized cleaning compounds 
business and industry. 

‘or these two lines there are two 
sales divisions and each has a mar- 
ket of its own. 

e Michigan Alkali Division 
Ads carry a family resemblance. 
This is typical of color ad layout. 
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Cover Story 


Double Barreled 







Ad Campaign 
Aimed at Diverse Markets 


Wyandotte Chemicals Corporation meets merchandising 


requirements of two sales divisions with interacting program. 


supplies basic industrial chemicals. 
Its advertising audience is small in 
numbers but high-powered in buy 
ing influence. The purchasers of 
this division’s products are execu 
tives in large industries and pro 
While a cam 


chemicals 1s 


cessing companies. 
paign for industrial 
aimed at relatively few men—it 
must reach the right men, and it 
must touch all the men who are 
influential in selecting suppliers. 
This, basically, is the merchandising 
problem for the Michigan Alkali 
Division, 


The J. B. 


company sells specialized cleaning 


Ford Division of the 


products to a great number of in 
dustrial and business concerns in 
nearly all markets throughout the 
country. Unlike merchandising basic 
industrial chemicals, these cleaning 
products require advertising de- 
signed to promote frequent repeat 
orders. This campaign must reach 
a broad audience of men in every 
type of big and little concern. Al 
most every business man is a pro 
spective customer for the |. B. Ford 
Division. 

\long with actively promoting 
products and services of its two 
divisions, the Wyandotte company 
at the same time is interested in 
maintaining and increasing the pres 
tige of the company, in favorably 
impressing influential groups of peo 
ple, and in developing an under 
standing of the firm’s 
activities. According to the original 


expansion 


blueprints, this public relations pro 


gram should be integrated with the 
advertising designed to sell. So 
Wyandotte and its advertising 
agency, N. W. Aver & Son, worked 
together to create an advertising 
program that would fulfill the di 
verse requirements of the two 
divisions and the company as a 
whole. 

In the first place, it was apparent 
that two separate advertising cam 
paigns would be needed. Separate 
campaigns were to be aimed at the 
buyers for each of the two divisions. 
soth «campaigns have sub-cam 
paigns that have been developed to 
suit special media and to sell directl: 
to special interests. In addition, the 
pair of campaigns was to be handled 
in such a way as to collectively build 
the reputation of the Wyandotte 
Corporation, thus achieving the 
third goal of improving the entire 
company’s position. 

The campaign for the Michigan 
\lkali 
four-color bleed ads in Fortune and 
The first of this 
series appears on this month's IN 
DUSTRIAL MARKETING cover. 


Division started off with 


Time magazines. 


\s the next step in this campaign, 
these same ads, reproduced in black 
and white, appear in business news 
papers that are regularly read by 
chemical buyers and management 
men to maintain contact with de 
velopments in the chemical industry. 
These papers are: New York Jour- 
nal of Commerce, Chicago Journal 
of Commerce, Wall Street Journal, 

(Continued on Page 118) 
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ls | for Consolidated Electric Motor Co. are purchased 


$160,000 Worth of Electrical Materials and Motor Parts 
Are Used Annually By This Highly Efficient Motor Repair Shop 


“Because of our policy of guaranteeing our repair and maintenance 
work for a period of one year, it is essential that we use only the highest 
quality of materials. We can’t afford to take a chance with items that 
won’t stand up under the most rigid operating conditions,” says Mr. Samuel 
Heller, partner in the Consolidated Electric Motor Company, 97 Lafayette 
St., New York City. 





Together with his brother and partner, Joseph Heller, he started in 
business during 1933, after recognizing the need for efficient and low cost 
maintenance and repair service exclusively for motor service shops, motor 
dealers and electrical contractors. 


The Heller Brothers have definite ideas on the successful operation 
of a motor repair shop. Mr. Samuel Heller, speaking for the company, says: 


“We operate on the premise that our success lies in the success of our 
300 customers. Our operations must be sufficiently low in cost to permit 
our customers to make a fair profit, which in turn insures their success. 

“All our materials are bought directly from the manufacturer, which 
during a year amounts to about $160,000. We try to have in stock at all 
times for emergency repair jobs about $40,000 worth of materials and parts. 
Our wire purchases alone for a month are approximately $8,000. 

“Our small margin of profit calls for the most efficient operations 
possible, so we have to keep posted on all new developments in hand and 
power tools, wire, insulation, bearings and other materials and parts built 
into motors. One way we do this is by following closely the advertising in 
business publications such as Electrical Construction and Maintenance.” 


The Heller Brothers are typical of the more than 22,000 subscribers 
to Electrical Construction and Maintenance for they all have this common 
interest in product selection, application and operation. They also have 
the final, all-important choice of what products they will buy and whose 
brands they will use. 


You can best reach this key, all-electrical audience of over 1,200 motor 
repair shop men, 7,000 industrial plant chief electricians and 10,000 elec- 
trical contractors by telling your product story in their authoritative busi- 
ness paper — ELECTRICAL CONSTRUCTION AND MAINTENANCE. 


ELECTRICAL 


CONSTRUCTION 
secs asy AND MAINTENANCE 


formerly ELECTRICAL CONTRACTING 


A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET * NEW YORK 18, N. Y. 
INDUSTRIAL MARKETING, May, 1948 
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ANA's Projects Will Aid 
Industrial Advertisers 


Both large and small companies in a vari- 
ety of industrial fields should benefit great- 
ly from three projects announced at the an- 
nual spring meeting of the Association of 
National advertisers. 

Particularly important is the projected de- 
tailed study of advertising budgets to be 
sponsored jointly by ANA and the graduate 
school of business administration of New 
York University. The appropriation study 
will probably be financed by a $25,000 grant 
from the Merrill Foundation, set up by the 
partners of Merrill Lynch, Pierce, Fenner 
& Beane for economic 

In addition to studying methods now em- 
ployed to determine advertising appropria- 
tions by typical advertisers in various prod- 
uct classifications, the ANA will seek to es- 
tablish a simple and sound set of guiding 
principles for determing the sum to be tn- 
vested each vear. 

We suspect that a scientific study ofbudg- 
eting methods will lead to wider adoption 
of the “task-force’” method in 
which and attainable em- 
plove relations or financial objectives de- 
termine both the size and the disposition of 
the sums to be spent for advertising. 

\n interesting aspect of the ANA ap- 
propriations study is the third objective. “To 
establish recommendations and guiding 
principles for setting aside advertising re- 


resea rch. 


SO-¢ alled 


specific sales, 


serves in good years, either before or after 
taxes, for the puroose of drawing upon such 
advertising reserves in bad years. 

Slavish adherence to “percentage of sales” 
appropriations has led many companies to 
overspend in good years, particularly war 
vears, and to pare appropriations to ridicu- 
lously low levels at the bottom of the busi- 
ness trough. 

Economists have long toyed with the idea 
that more judicious timing of advertising 


expenditures would contribute much to 
leveling the erratic business cycies that have 
governed our economy in the past. Present 
tax laws and decisions pertaining to adver- 
tising expenditures and investment in capital 
equipment and plant improvement tend to 
accentuate, rather than level, the business 
cycle. 

Industrial advertisers will welcome the 
ANA’s decision to investigate the field of 
trade shows and exhibits. 

The post war boom in trade shows has re 
sulted in a chain of unsound practices bor 
dering on “racketeering,” with far too much 
‘gouging’ on the part of show managements, 
convention hall and hotel proprietors, and 
labor union monopolies. 

While the ANA cannot participate in 
the boycotting of any poorly-managed shows, 
it can employ its research and reporting fa 
cilities to throw the spotlight on unfair 
practices and to encourage reforms. It can 
recommend adoption of standard contracts, 
such as those used by advertising agencies 
with media, and thus assure agreements that 
offer protection to exhibitors as well as to 
the shows. 

The association can also foster more ef- 
ficient reporting and analysis of show at- 
tendance—reports similar to the excellent 
ones made by the American Management 
Association’s Packaging show and the 1947 
[Instrument show. Such reports help manu- 
facturers select shows that can be most et 
fective aids to selling, as well as plan more 
efficient display and literature appeals. 

If trade shows are to offer manufacturers 
maximum sales effectiveness, they should 
cooperate with the ANA and the Exhibi 
tors’ Advisory Council in seeking bette: 
regulation and reporting of attendance and 
more scientific use of display svace. 


ES.netf— 
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the Textile Industry's Market Place 


—-TEXTILE WORLD’S 
ADVERTISING ROSTER 


TEXTILE WORLD brings to its industry a reader service that is precision-balanced with the 
demands of those mill men who make the industry’s purchasing decisions. 

Because of this fact, 14,654 of TEXTILE WoRLD’s total net paid subscribers fall in ABC 
classes I and II—the quality groups that hold the men you prize on your textile customer 
and prospect list. Presidents, plant managers, superintendents, overseers, engineers, and 
department heads are all found here ... a record in textile publishing we’re proud to tell 
you about. 

This all-around publishing job has not only gained the largest paid audience in the 
field, but it keeps the key readers coming back, year after year. 

Important mill men everywhere know that TEXTILE WORLD gives them the most use- 
ful editorial information they can lay their hands on—and surveys prove it. 

TEXTILE WORLD does equally well for its readers from an advertising angle—bring- 
ing to them a sheer wealth of information on all of the products and services that are vital 
to them. 

During 1947, TEXTILE WORLD carried 2,560 pages of display advertising — hundreds 
of pages more than any other textile magazine—2,560 pages of information on products 
and services that will help mill men with their problems and increase the efficiency of their 
mills. 

Little wonder, therefore, that TEXTILE WoORLD’s advertising index has become known 
as the index to the market place of the textile industry. It’s a roster we’re proud to show 
you. 

Your TEXTILE WORLD representative would like to tell you the full story behind this 
textile publishing feat. He can show you how beneficial it would be for you to add your 
company’s name to this growing list. 

He can point out how intelligently TEXTILE WoRLD proportions your advertising 
dollar to the whole industry’s activity. He can also tell you how economical it is to talk to 
the key men you must reach .. . through the magazine with the balanced service. 

A word from you will bring a visit. 






TEXTILE WORLD 


A McGraw-Hill Publication 


330 WEST 42nd STREET, NEW YORK 18, N. Y. a 
ueus- G 


» 
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PAPER OF THE TEXTILE INDUSTRY 
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Sales Promotion Ideas 





Truck, Equipment Promotion Tempo Rises 


As Ford, Chevrolet Stage Big 


By JOSEPH P. ALLISON 


It’s still safe to give the car sales 
The era of the all 
automobile salesman 


man your name 
too persistent 
has not yet returned and profes 
sional forecasts on the new car de 


livery picture still predict up to a 


year wait for that new sedan. 

But you can buy a truck. Not all 
kinds of trucks or all body styles 
But you can buy a truck. 


\s a sign of the sales effort com 
ing in the field, two large truck and 
truck held 


recently shows 


equipment shows were 


in Chicago. These 
are among the first applications of 
the shows and exhibits technique to 
the selling of trucks and _ truck 
equipment alone 
$400,000 worth of 
truck chassis and bodies and truck 


equipment from nearly 50 distribu 


Chevrolet 


tors was displayed at Navy Pier. A 
half-mile of equipment was shown 
than 2,500 dealers, 


men, and their prospects March 23 


to more sales 


26 as Chevrolet got a jump on the 
Ford Motor Company 
In the same place, just three 


weeks later, many of the same dis 


tributors and truck equipment man 
ufacturers joined with Ford and the 
Chicago Metropolitan Ford Dealers 
\ssociation to exhibit combinations 
of truck chassis and bodies 


with a 


fanfare at the For 
first day 
f ] 


Promotion 
show began on the 
business meeting dealers, sales 
and 
Motor Company from Hege 
Il., and Mich 
The general public viewed the dis 


following three days, 


men 
Be rT d 


wich, 


representatives oft the 
Dearborn, 


play on the 
following a ribbon “breaking” cere 
Breakfast 


Omposer drove 


which i ( lub 


mony in 


radio singer and « 


72 





TRUCK PROSPECTS view new equipment and 


body styles at Ford's Chicago exposition. 


truck through the entrance to break 


the ribbon, in variance with the 
more standard scissors operation. 
To draw the more than 11,000 
who saw the show, Ford used 600 
line display advertisements in all 
Chicago newspapers in addition to 
dealer promotion. Each dealer who 
participated in the show sent out 
1,000 personal invitations to the 


show and admission passes in the 


form of theater tickets. 

Equipment manufacturers’ pro 
motion was largely confined to dis 
tribution of literature and a display 
products. No 


of thet reluctance 


to give away literature was evident 


~ 


it the show and only a few exhib 
tors appeared to be using the fami 
liar forms of name-taking. 

The Eaton Mfg. Company, man 


Axles, 


standard equipment on Ford trucks, 


ufacturer of Eaton 2 Speed 


displaved an exhibit outlining ope 
its product. \ 


of eight transparent panels, lighted 


ation ot sequence 


Exhibits 


successively, showed how the driv: 
changed from low to high range 
the Eaton axle. Calamore Exhibits 
Cleveland, built the display. 

Eaton promotion also included 
12-page book. Thx 
Eaton axle differential is piece by 
piece taken apart for detailed in 


Transvision 


spection as the reader of this book 
turns the pages. 

Close tie-up between body manu 
facturer and chassis dealer in p1 
motion was offered by the Oltman 
O’Neill Company. This 
turer offered single sheet direct mai 
Oltman-O’ Neil! 
bodies mounted on Ford chassis for 


manu fa 
pieces illustrating 


distribution to the dealer’s mailing 
list. 

Manufacturers who participated 
in the show included makers ot 
brake systems, dump bodies, hoists 
special end gates for stake bodies 
tail lifts, drive 
equipment, truck service equipment 


“all-wheel” 


gate 


and miscellaneous bodies. 


® Weathersealing Offered 
In Special Package 

Copper flashing for use in sma 
home construction is now being ot 
fered by Revere Copper & Bras: 
Inc.,in a special package for di! 
tribution through building supp! 
distributors and dealers. 

Research determining a mark: 
for low-cost weathersealing, 1. 
flashing, for low-cost houses 
sulted in the new package design 

The two-color fibreboard carto: 
contain 10 sheets of copper she« 
ing, pre-cut to 18 by 48 inches, 2 
hardware bronze nails, and an 
struction book showing installat 
of all types of home weatherseali 

The package design resulted f1 
an investigation by design engine: 

(Continued on Page 74) 
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REVISTA INDUSTRIAL — The Latin 


American editions of New 
Equipment Digest. Printed in 
Portuguese for Brazil—Spanish 
for the Spanish speaking coun- 
tries. Twenty thousand copies 
distributed under control to 
all types of industry in Middle, 
Central and South America. 
Details on application. 
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Why NEW EQUIPMENT DIGEST Produces Results 


According to the record there are 


manufacturing plants in all industry with 50 or more employees. 
However, since there are some plants having a high financial 
rating but with less than 50 employees the distribution of NEW 
EQUIPMENT DIGEST reaches more than 


45,000 


manufacturing establishments. 








In the larger plants (4208 plants employ 500 or more) it is essen- 
tial to penetrate so as to reach all the buying and specifying officials 
concerned with plant operation and engineering (design, produc- 
tion, maintenance and electrical) . .. management. . . purchasing. 
To be sure of adequate penetration the distribution of NEW 
EQUIPMENT DIGEST is more than 


60,000 


copies monthly. Ninety-five percent of these copies are sent by 
request and are verified. 


It is PLANNED COVERAGE that brings results in the form of 
quality inquiries—inquiries which make NEW EQUIPMENT DIGEST 
advertising pay for itself. 


*From the United States Summary of Busi- 
ness Establishments under Social Security. 


The Cost is Low— Details Gladly Furnished 
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Sales Promotion Ideas 





Truck, Equipment Promotion Tempo Rises 


As Ford, Chevrolet Stage Big 


By JOSEPH P. ALLISON 


It’s still safe to give the car sales 
man your name. The era of the all 
00 persistent automobile salesman 
has not yet returned and protes 
sional forecasts on the new car de 
livery picture still predict up to a 
vear wait for that new sedan. 

But you can buy a truck. Not all 
kinds of trucks or all body styles. 
But you can buy a truck. 

\s a sign of the sales effort com 
ing in the field, two large truck and 
truck equipment shows were held 
recently in Chicago. These shows 
ire among the first applications of 
the shows and exhibits technique to 
the selling of trucks and _ truck 
equipment alone 

$400,000 


truck chassis and bodies and truck 


worth of Chevrolet 
equipment from nearly 50 distribu 
tors was displayed at Navy Pier. A 
half-mile of equipment was shown 
to more than 2.500 dealers. sales 


men, and their prospects March 23 


26 as Chevrolet got a jump on the 
Ford Motor Company 
three 


In the same place, just 


weeks later, many of the same dis 
tributors and truck equipment man 
ufacturers joined with Ford and the 
Chicago Metropolitan Ford Dealers 
Association to exhibit combinations 


of truck cl 


Promotion fanfare at the Ford 


iSSIS and hy vlies 


show began on the first dav with a 


dealet s, sales 


; 


business meeting 


men, and representatives of the 


Ford Motor Company from Hege 
wich, Ill., and Dearborn, Mich 
The general publi viewed the dis 
play on the following three days 
following a ribbon “breaking” cers 


mony in which a Breakfast Club 


radio singer and composer drove 
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TRUCK PROSPECTS view new equipment and 


body styles at Ford's Chicago exposition. 


truck through the entrance to break 
the ribbon, in variance with the 
more standard scissors operation. 

To draw the more than 11,000 
who saw the show, Ford used 600 
line display advertisements in all 
Chicago newspapers in addition to 
dealer promotion. Each dealer who 
participated in the show sent out 
1,000 personal invitations to the 
show and admission passes in the 
form of theater tickets. 

Equipment manufacturers’ pro 
motion was largely confined to dis 
tribution of literature and a display 
of their products. No reluctance 
to give away literature was evident 
at the show and only a few exhibi 
tors appeared to be using the tam: 
iar forms of name-taking. 

Che Eaton Mfg. Company, man 
ufacturer of Eaton 2-Speed Axles, 
standard equipment on Ford trucks, 
displaved an exhibit outlining oper 
ation of its product. A sequence 


of eight transparent panels, lighted 


~ 


Exhibits 


successively, showed how the d: 
changed from low to high range 
the Eaton axle. Calamore Exhibit 
Cleveland, built the display. 

Eaton promotion also included 
12-page book. Thx 
Eaton axle differential is piece b 
piece taken apart for detailed 


Transvision 


spection as the reader of this book 
turns the pages. 

Close tie-up between body mam 
facturer and chassis dealer in p: 
motion was offered by the Oltmar 
O’Neill Company. This manuta 
turer offered single sheet direct mai 
pieces illustrating Oltman-O’ Neil! 
bodies mounted on Ford chassis for 
distribution to the dealer’s mailing 
list. 

Manufacturers who participated 
in the show included makers ot 
brake systems, dump bodies, hoists 
special end gates for stake bodies 


tail gate lifts, “all-wheel” drive 


equipment, truck service equipment 
and miscellaneous bodies. 


© Weathersealing Offered 
In Special Package 

Copper flashing for use in sma 
home construction is now being o! 
fered by Revere Copper & Bras 
Inc., in a special package for d 
tribution through building sup] 
distributors and dealers. 

Research determining a mark 
for low-cost weathersealing, 1. 
flashing, for low-cost houses 
sulted in the new package design 

The two-color fibreboard cart 
contain 10 sheets of copper shee 
ing, pre-cut to 18 by 48 inches, 2 
hardware bronze nails, and an 
struction book showing installat 
of all types of home weatherseali 

The package design resulted f1 
an investigation by design engin 

(Continued on Page 74) 
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PLANNED 
COVERAGE 


Why NEW EQUIPMENT DIGEST Produces Results 


According to the record there are 


41,246" 


manufacturing plants in all industry with 50 or more employees. 
However, since there are some plants having a high financial 
rating but with less than 50 employees the distribution of NEW 
EQUIPMENT DIGEST reaches more than 


45,000 


manufacturing establishments. 





In the larger plants (4208 plants employ 500 or more) it is essen- 
tial to penetrate so as to reach all the buying and specifying officials 
concerned with plant operation and engineering (design, produc- 
tion, maintenance and electrical) . . . management. . . purchasing. 
To be sure of adequate penetration the distribution of NEW 
EQUIPMENT DIGEST is more than 
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copies monthly. Ninety-five percent of these copies are sent by 


request and are verified. 


It is PLANNED COVERAGE that brings results in the form of 
quality inquiries—inquiries which make NEW EQUIPMENT DIGEST 





AL 
Revista InpustR? i 








REVISTA INDUSTRIAL —The Latin advertising pay for itself. : 
American editions of New 

Equipment Digest. Printed in *From the United States Summary of Busi- 
Portuguese for Brazil—Spanish ness Establishments under Social Security. 


for the Spanish speaking coun- 
tries. Twenty thousand copies 
distributed under control to 
ll types of industry in Middle, 
entral and South America. 


Details on application. The Cost is Low— Details Gladly Furnished 
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Sales Promotion Ideas 


which 18 by 48 


im h sheet was adaptable to all cop 


revealed that the 


per flashings and valleys in housing 
Also an economical size to produce, 
ship, warehouse, and use. this di 
mension became the basis for the 
package 

The product will be merchandised 


through building supply distributors 


\dvertising will be 


in building publications 


ind dealet 

placed 

*kKropp Open House 
Draws 300 PA’s 


More than 300 purchasing 
iwents from Illinois, Indiana, and 
Wisconsin ined in a party and 


open hous held at the Kropp 
Company's Chicago plant 
As part of tl 


watched forging operations from 


Forge 

le program, guests 

raw stock to finished product 
Thirty 


tive staff, purchasing department, 


members of the execu 
sales department, and personnel 
di partment were specially trained 
to conduct visitors on plant tours 
dinner, the 


and 


Follow ing a buffet 


purchasing agents buyers 
were escorted in groups through 
the forging shops, machine shops, 
depart 


executive 


laboratories, purchasing 


ments, general offices, 


othces, first aid rooms and dining 
rooms. A display of Kropp forg 
ings showed commercial uses for 
the products seen in process dur- 
ing the tour. Copies of the com 
pany magazine, Forgings, and sou 
venirs were distributed. 

Visitors 


volunteered such 


com 
ments as “One visit worth 100 sales 
men calling on us!” . “Never 


saw such teamwork had no idea 


it took so much skill.”” Women pur- 
chasing agents along on the tour 
also showed interest in Kropp’s 
safety program and housekeeping. 

Employes of the company helped 
put on the open house. Office per- 
sonnel aided in reception and regis 
tration of the guests, while shop 
their first 
with customers, showing their tal 
ents and skills 


Laboratory technicians, 


workers had meetings 
right on the job. 
metallurg- 
ists, and inspectors had non-techni- 
al answers handy for visitors’ ques- 
tions and demonstrated the precision 
instruments used in their work. 
Company officials announced the 
ypen house is the first of a series 
to be conducted in maintaining 
Kropp’s program of industrial, cus- 
tomer and community relations. 


* Direct Mail Piece Stops 
Would-Be Builders 

For the purchaser of tractors and 
equipment who has not lost his love 
for gadgets the Interstate Tractor 
and Equipment Company recently 
used an effective stopper mailing 
piece to announce the opening of its 
new outlet at The Dalles, Oregon. 

The single fold mailer features a 
floor plan of the new display, re- 
pair, and parts building with a fold- 
ing wall which can be erected by in- 
serting a few paper pegs into slots 
in the floor plan. 


¢ Armstrong Cork Releases 
Guide to Promotion 
“Extra Profits from Promotion,” 
a book of promotion for contractors 
supplying Cork 
pany sound insulation materials, in- 
cludes advertising and promotion 


\rmstrong Com- 


aids in four classifications. 


Sample copy for telephone direc 


tory ads is provided in the first sec 





OPEN-MOUTHED amazement is the reaction of these purchasing agents who get a close-up 


look at forging operations. They were open 


14 


house guests at Kropp's Chicago plant. 


Direct mail materials includ 
sample letters directed to four dit 
ferent 


tion. 


groups. Five letters in 
progressive series are addressed t 


each group. 


Other materials include a m: 
service, prospect reply cards, an 
blotters. A two-fold post card f 
direct mail use features the lin 


“Tear Open the Sticker—It’s Quik 
Inside.” Each of the cards carri 
a picture of a sound-insulated roor 
and copy describing the benefits 
noise reduction in offices, hospital 
and restaurants. 


® Business Publications 
Favored by Reo 
Thirty-nine business and truck a 
sociation publications and six export 


magazines are being used by the 


Reo truck and bus company to met 
chandise its new line of commercial 
vehicles. 


Reo News, company paper of the 


Reo company, presents a two-page 


spread on the media used by the 
company in its campaign. Person- 
alized, warm and appealing copy 
will be used in business paper ad 
vertising “to take advantage of the 
terrific coverage and readership se 
cured through these publications.’ 

Double-page spreads featuring 
Reo’s copy line of “We got a nev 
baby, the boss and me!” are being 
placed in Automotive News, Bus 
Transportation, Commercial Car 
Journal and Transport Topics in 
addition to three national consume 
magazines. 


¢ Chemical Company Pro- 
motes Sanitation Products 
\ “flood emergency” packet ot 


sanitation information has been 
issued by the Mathieson Alkali 
Works to promote their hypo- 


chlorite sanitation chemicals. The 
material is directed to publi 
health officers, water works olffi- 
cials and others having respor 
bility for sanitation during fl 
emergencies. 


Two series of three releases, 
newspapers and radio stations, 
prov ided. These deal with bet 
after conditions 
General sanitatior 


during, and 
flood areas. 
formation is included with Mat 
son products receiving brief n 
tion as suggested means of d 
fecting food and water recepta: 
building, and salvagable tf 
stuffs. 
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How can you measure readership to determine where to 
place your space? 


The best measuring stick we know of is audited, paid circu- 
lation of producers who are your prospects, with emphasis 
on the renewal rate. 


The impressive array of points of leadership shown in the 
column at right was attained through years of diligent 
editorial service to our readers. Our outstanding renewal 
rate proves the increasing preference for ROCK PRODUCTS. 


And the beauty of it all is that this reader preference is 
available to you at the lowest cost per thousand in the field. 


If your products can be used by the nonmetallic minerals 
industry, be sure to place your space in ROCK PRODUCTS 
first, where you reach the greatest number of your pros- 
pects... at the lowest cost per thousand. 


SEND FOR COMPLETE 
FACTUAL DATA NOW! 


FREE UPON REQUEST 


Drop us a note today- - to secure 
your personal copy of “Circulation 
of Media Serving the Nonmetallic 
Minerals Industry.” No obligation. 
Saves time and gives valuable facts 
to anyone trying to sell our indus- 
tries, 


ROCK PRODUCTS 


\CKSON BLYD. CHICAGO 6, ILLINOIS 


A MaclLean-Hunter Publication 
w York Cleveland Los Angeles Sanfrancisco London 

















Only 


i toled Git fo] :) teas: 
Brings You 


BROADEST COVERAGE 
and 
DEEPEST PENETRATION 


of the Nonmetallic Minerals 
Industry 


LARGEST NET PAID AND 
ig 40] *) led Sled) teiliW Wale), 


13,631 Total Net Paid Circulatior 
Tops by 2,722 (or 24.9%, ) 


11,466 Total Producer Circulatior 
Tops by 2,201 (or 23.8%.) 


MORE AND MORE THE 
INDUSTRY'S FAVORITE 
PUBLICATION 


79.59°, Renewal Rate 
Li) 0 -) A) A) ee 


LEADER IN EVERY MAJOR 
INDUSTRY DIVISION 


1,583 Cement Producers 
Tops by 213 (or 15.5%) 


5,847 Aggregates Producers 
Tops by 831 (or 16.6%) 


2,978 Crushed Stone Producers 
Tops by 201 (or 7.2°,) 


3,528 Sand and Gravel Producers 
Tops by 658 (or 22.9°%,) 


843 Lime Producers 
Tops by 230 (or 37.5%.) 


907 Ready-Mixed Concrete Pro- 
ducers 


Tops by 331 (or 57.5%) 


3,119 Concrete Products Producer 
Tops by 1,127 (or 56.6%) 


DEEPEST PENETRATION OF 
BUYING INFLUENCES 


2,632 Company Subscribers 
Tops by 1,068 (or 68.2°/, ) 


6,047 Administrative Individuals 
Tops by 776 (or 14.7%, 


2,627 Production Individuals 
Tops by 197 (or 8.1°,) 





Export Advertising Hits Valuable Market 


An agencyman emphasizes the need for 


a sound export merchandising program 





more 


AS] 


manufacturers 


N THE P 
and more 
discovered that export selling needs 
They have found 


lew years 


expert advertising 
that a sound export advertising pro 
gram will pay tremendous divi- 
beginning to see 
a part 


bus! 


dends They are 
that it is 


of their 


just as important 


sales as is domestic 
ness. 


We in the 


finding that export advertising has 


agency business are 


its own particular, and not too sim 





Six Guides to Effective 
Export Advertising 


See that your literature, 
tion sheets, and direct mail are in 
the language of the country you 
are planning to sell. 

Have a knowledge of the market, 
habits, and customs of the people 
you are trying to sell, And know 
how and where your products are 


instruc- 


being used. 

Be courteous in your 
dence and understanding of the 
foreign cus- 


correspon- 
problems of your 
tomers. 

Control your foreign advertising 
expenditures as you do your do- 
mestic appropriation. 

Make sure your management has 
a thorough knowledge 
interest export 


of—and 
in—your depart- 
ment. 

Give your foreign advertising the 
same care and attention you give 
domestic advertising . . . GIVE IT 
LEGS! Give it the punch and 
strength it needs to have a fair 
chance of reaching its mark. . . 
and you'll be surprised and 
pleased with your resulting sales. 











have 


these are 


ple, problems. Three of 
fundamental. 


Our first problem is to get man 
agement to give the export depart- 
careful considera- 


ment the same 


tion it does the rest of its business. 
We have 


top management is not sympatheti 


found in many cases that 
or particularly concerned when we 
discuss export advertising problems 
This is primarily be- 
not sufficiently fam 
their ex- 


with them. 
cause they are 
or interested in, 


iliar with, 


port business. 


The heads of these 


accustomed 


companies 
have to think- 
ing of their export departments as 
foreign to the rest of 
business. The export depart- 
added to, more often 
altered, this opin- 
company 


become 


something 
their 
ments have 
than they have 
ion. C)uite often, 
think of their 
operation as being 
nesslike—his desk cluttered up with 
correspondence in many languages, 
foreign currency, 
full of from one 


execu 
export man- 


unbusi- 


tives 


ager’s 


with invoices in 
and with 
to a dozen long-haired, 
ing foreign friends talking excitedly 
in a confused babel of tongues. | 
think it half-know!l- 
edge that has made export depart 
ments so bewildering to the 
directors, presidents and other key 
American com- 


an office 
hand-wav\ 


is this sort of 
seein 


executives of many 
panies. 

I also think that in 
management has considered the ex- 
port market a place for surplus ma- 


many Cases, 


By R. G. SIMMONS 
Vice-President 
Meldrum & Fewsmith 
Cleveland, Ohio 


addres: 


waukee Industria 


Adapted trom an 
e the M 


rn 


ground 


sold 


terial, or a dumping 
goods that couldn’t be 
country. 

This attitude of 
markets of secondary im] 
tance is rapidly changing. M 
management men are beginning 
realize how vitally important ex 
is to their They are 1 
much more sympathetic to the s 
and advertising problems of 

(Continued on Page 82) 
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Extensive improvements at the Harlem plant of 
Sheffield Farms have meant that George Griffel 
has already spent more than $50,000 in the last six 
months for power equipment and supplies. 


Almost everybody knows Shefheld Farms and 
their popular Sealtest milk. 

Sheffield has several large processing plants in 
New York City as well as throughout eastern 
USA. George Griffel, Plant Engineer, has charge 
of power plant and process plant engineering for 
the New York City Harlem Plant. His power 
plant consists of three 3000 sq. ft. B & W water 
tube boilers and 450 tons of refrigeration. Some 
of the ammonia compressors are steam-engine 
driven and the remainder by electric motors. 


The plant has several air compressors. Deep well 
pumps supply water for cooling and condensing. 
The process plant equipment consists of milk 
storage, pasteurizing, cooling, cream separators, 
transfer pumps, washing and bottling equipment 
for handling 50,000 gallons of milk daily. All 





Main electrical distribution board 





George Griffel, Plant Engineer 
Harlem Plant, Sheffield Farms Co. 
New York, N. Y. 


electric power is purchased from the Edison Com- 
pany and is distributed through a switchboard to 
all parts of the plant at 220 volts AC. 

Plant Engineer Griffel has complete charge of 
the power plant and is responsible for the opera- 
tion and maintenance of all equipment through 
the entire plant. He cooperates closely with the 
plant manager on all changes or alterations in the 
plant. In the four years Griffel has been in his 


New 50-ton ammonia compressor 








Fressor 





present position he has made many improvements 
ind added new equipment both in the power plant 
ind milk handling departments. His average year- 
ly budget runs well over $50,000. After plans 
for new equipment are settled between him and 
the plant manager, they are submitted to top man- 
agement for approval. 

. George 
Griffel’s staff consists of about 20 men. Among this 
group are specialists in many fields such as machinists, 
electricians, tinsmiths, pipe fitters, carpenters, masons 
and plumbers. In the power plant Griffel has a chief 
engineer, a watch engineer, oilers, firemen and coal 



















































































passers. 
George Griffel 
Plant Engineer 
Power Plant Master Chief 
. a s Tinsmith A 
Chief Engineer Mechanic Electrician 
Watch Pipe 
Engineer Fitters 
| Oiters | Plumbers | 
Firemen 


... Mr. Griffel has subscribed to 
and read POWER for 30 years. He says he always 
looks for new things in the editorial section. One of 
his main interests is in new developments. He believes 
this is one thing responsible for his continued advance- 
ment. “Many of the articles just got me interested”, 
he says, “and I turn to other sources for more informa- 
tion.” Over the years he claims he has derived more 
good from POWER than any other single source. 

His main objectives in looking through the ads is to 
find new types of instruments, valves, pumps, fittings 
and anything else that will increase the efficiency of 
performance of his plant. The rigid requirements in 


mi'k handling makes it necessary to be always on the 
lookout for new equipment and it is through the ads 
Grilel claims he finds most of what he needs. 











































Some Typical Equipment Selected 


_.. Boilers . . . Instruments and 
Controls . . . Firing Equipment . . . Feedwater Condi- 
tioning Equipment and Supplies . . . Combustion Con- 
trols . . . Condensers . 
... Motors and Motor 
Controls . . . Switchgear and Panelboards . . . Fuses 


Transformers . . . Couplings . . . Belting . . . Automatic 


Controls .. . 
... Pumps (both standard and special ) 

... Air Compressors .. . Fans . . . Refrigeration Com- 
pressors . .. Controls . . . Ductwork . . . Traps and 
Steam Specialties . . . 

... Lubricating Oils ... Maintenance Tools . . . 
Machine Shop Equipment . . . Packing and Gaskets . . 
Valves and Fittings . . . Stainless Steel Pipe and Fittings 
... Gauges. 


Meters and instruments in pasteurizing room 


V-belt driven compressor and lubricating equipment 









The Power Marketplace for 66 Years 

ABC ABP 
A McGraw-Hill Publication 

330 West 42nd St., New York 18, N. Y. 
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Export Marketing 


But there is still 


a tremendous job to be done. 


export managers 


Management must be sold con- 
tinuously on the idea that the export 
department is an important integral 
part of the business, and that its 
advertising should receive the same 
attention and planning that the rest 
of the business does. The export 
department needs to be brought out 
of its ante-room position into full 
view And when that happens, 
its ability to 


jet legs and to stand on them. 


there’s no d ubt of 


\ second fundamental problem 


is getting exporters, particularly 
some of the newer entrants into the 
field, to remember that many of the 
people they'll be selling to just don’t 
speak or read English. It is sur- 
manufacturers 
print their instruction sheets and 


prising how many 
promotional material only in Eng- 
lish, 


Talk Their Language 


While in Peru, I watched a farm- 
er struggling to repair a farm ma- 
chine of popular make. He was 
puzzling over pictures in the in- 
struction folder printed in English. 
The manufacturer had done a big 
business in Latin America for years, 
but still didn’t have his instruction 
folder printed in Spanish. I believe 
that having basic promotion mate- 
rial printed in the eventual users’ 
tongue should take precedence over 
all other forms of advertising. 

The third fundamental problem 
is that of the advertising allowance. 
Most exporters used to make a prac- 
tice of giving their distributors in 
foreign countries substantial adver 
tising allowances and expecting 
them to do a sound advertising job 
Until recent 
years, few of these manufacturers 


with these allowances. 


ever bothered to check into just how 
this money was being spent, or how 
sound an advertising job was being 
done. No attention was paid to see 
ing that there was a consistent pro 
gram, carefully planned and prop 
erly executed. Now, however, it is 
generally recognized that this adver- 
tising allowance system is 

export 
companies experi 


rarely 
effective im the business. 
More and more 
enced in export advertising are 
planning and controlling all export 


expenditures in this country 
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It is at this point, when the ex- 
porter decides to cut down his ad- 
vertising allowances and plan and 
control expenditures from this coun- 
try, that we in the agencies get the 
alibi-ball back at us. It 
means when an adver- 
tiser says, “How do you suggest we 
do what you call a sound advertis 


thrown 
headaches 


ing job in these 73 or 173 countries 


we happen to be exporting to?” 
Study Your Foreign Buyers 


First is market research. For a 


medium-sized even a 
large one, to have a thorough mar- 
ket research in 73 or 173 countries 
\s a result, 
we have to depend, in many cases, 
on library statistics and information 


agency, or 


is obviously impossible. 


from distributors and agency rep- 
resentatives in foreign countries. 
This may work all right from the 
standpoint of an advertising cam- 
paign, but= occasionally even the 
most obvious statistics are ignored 
by manufacturers, especially new- 
comers in the export business. These 
manufacturers spend large sums of 
money studying markets and peo- 
ple before launching their products 
in this country, but blithely shut 
their eyes to the same problems 
when entering foreign markets. 
They forget such little things as 
finding out where the products are 
to be used or how they are to be 
used. 

To properly sell products over- 
seas, and promote them with sound 
advertising, we all need the same 
kind of market studies, the same 
knowledge of people and their cus- 
toms and habits as are so readily 
available in this country. However, 
there are some bright spots in this 
picture, and it looks as if these spots 
will get bigger and even brighter. 
Just recently the Export Advertis- 
ing Association of New York com- 
pleted an exhaustive study of the 
Buenos Aires market. 


Uncovers Good Market 


This study was sponsored and 


paid for by a few American adver- 
tisers, publications, and advertising 
agencies. This report gIVeS a pic- 
ture indicating a great opportunity 
for further sales and marketing de- 
velopments, and should receive care- 
ful study from any American firm 
interested in selling in the Argen- 
With such sound marketing 
exporters 


tine, 


information, American 


can do a much more intelligent s.|]- 
ing and advertising job in that 
market. A similar study is now /e- 
ing undertaken in Puerto Rico. It 
is hoped that other markets wil! be 
covered soon. As more of this in- 
formation becomes available your 
advertising will reach a higher de- 
gree of effectiveness. 

Not too many years ago it 
an accepted practice among U. § 
advertisers in foreign markets to 
take ads which had been used in 
this country and merely have then 
translated into the appropriate lan- 
guage for export use. Quite often 
an incomplete understanding of the 
language led to rather comical re- 
sults. When I was in Buenos Aires, 
for instance, a publisher showed me 
the mat of an advertisement he had 
just received from the States with 
the heading: “From the Sugar Cane 
to the Sugar Bag.” Or rather, that 
is what it was supposed to say. In 
translation, an accent mark was left 
off one of the letters . . . and as a 
result the advertisement read: 
“From the Gray Hair to the Sugar 
Bag.” Another example is the tooth- 
paste manufacturer who tried to ad- 
vertise that his toothpaste came out 
of the tube in the form of a ribbon 

. but wound up saying: “This 
toothpaste now comes pregnant.” 
somebody's 


Pure carelessness on 


part. 
Central Control of Export Ads 


You are familiar with the difficul- 


ties encountered in the preparation, 
translation and shipping of export 
advertising material. And yet con- 
trolling the writing and appearance 
of advertising messages from head- 
quarters is paying big dividends. 
You know what is going to be said 
and how it is going to be said. It’s 
just another way of ensuring value 
received for money spent. 


As to foreign media, the U. > 
representatives of foreign publica- 
tions are now performing rea 
service instead of just acting 4 
brokers. They are furnishi s 
with more reliable and mor: om 
plete information on export edia 
and markets all the time atin 
\merican newspapers and consumer 
magazines are universally re- 
presented in this country, a! di 
stations are coming along fas ven 
information on Latin America? 


business papers is not too ha! 
(Continued on Page 12 
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SAME WITH YOUR ADS 


For real results, 


Spectal(—ze gots atta! 


Write them special and put them 
in the specialized media that 
concentrate individually on the two 
separate markets of the billion 





dollar oil industry. a 
' 


. ie dd Hh\ 


omelelemelele ‘VS JIL PRUU ’ . ‘TS a, 


weet ® 


WORLD Oll—monthly: (Est. 1916 as The Oil Weekly) . . . Edited 
ecifically for the drilling-producing-pipe line man . . . 93% known 
buying power coverage ABC circulation highest in 31 year history 

more exclusive producing subscribers than any other oil paper . . . No waste | 
refining circulation Specialized editorial content insures consistent value 


LATN 








] y m 
il producing readers and increases effectiveness for advertisers to this 
xclusive market 2 ae scp 








eet ee 





THE COMPOSITE CATALOG: Recognized world-wide as the most effective 
medium for putting oil country catalog data into hands of men who buy 
and specify equipment . . . Distributed to 98% of the buyers of oil field 4 

equipment . Over one and a half billion dollars of equipment will be , —_ “> 


bought from the 4416-page edition now being delivered ' , Sait fs 


"Estimate by WORLD OIL 





MARKET NO. 2 
. THE $930,000,000. YEARLY REFINING INDUSTRY MARKET 





PETROLEUM REFINER monthly: Edited specifically for the oil refining 
ndustry, including petro-chemical engineering, petroleum synthetics, and 
natural vasoline . . . ABC circulation highest in history . . . more exclusive 
reining subscribers than any other oil paper . . . No waste drilling-produc 
ton-pipe line circulation Specialized editorial content insures consistent 


refining readers, and increases effectiveness for advertisers to 
» market 


THE REFINERY CATALOG: Recognized world-wide as the most effective 


ediur r putting refining equipment catalog data into the hands of men 
who | nd specify . . . Distributed to 99% of the buyers of refinery 
quipn as specified by the oil refining companies themselves each 
year t is in constant use by both buyer and seller as each knows that 


ott 


is the catalog handy. 


' Estimate by PETROLEUM REFINER, domestic and foreign. 





Write today for the new complete booklet 
‘‘How to Sell the Specialized Oil Markets’’ 
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MEMBERS of the Indus- 
il Furnace Manufacturers As- 
hot Hot 


s, Virginia, the day our edi 


time at 


rs’ comments on their adver- 


entries ran all the way from 
bad to very got id. and because 


avs interesting to examine 


lvertising of an entire indus 


nicrocosm (man! we've been 


a long time to use that 


, we got a lot out of the study, 


_ ind we think you will, too. 


xes 
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lime 


CORPORATION. 
“OK As In- 
often 
informa- 
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S Propucts 


readers of 
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will remember how 


e admired purely 
those 


ee ads, particularly 
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strial Furnace Men 
e They Can Take It 
mbers of the Industrial Furnace 


heard 


advertising literally taken over 


facturers’ Association 
als at their annual spring meet- 
Aay 2 at the Homestead, Hot 
Va, 
hspot of a 90 minute industrial 
sing clinic was a criticism of 
the 
Chasers. The anonymous critics’ 
recorded 
stereoptican 


member advertising by 


nts were for 
with 
furnace ads. 

the Copy Chasers’ 
ty, Hal Burnett, editor of In- 
the 


pres- 
reproduc- 


reserve 


Marketing, conducted 
ind presented 


winning companies with "OK 


management 
erted" citations. He also out- 
applications of ‘mechanized 
to industrial furnace market- 
conducted a 20-minute ques- 
answer clinic. 
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Blowing Hot and Cold 
On Furnace Advertising 


presented in “company paper” or 


“magazine - within - the- magazine” 
We know they get high 


readership, especially by the readers 


fashion. 


who count, and it has been gratify- 
ing to us to see that most of the 
growing group of users of this tech- 
nique have maintained a high stand- 
ard of editorial quality. 

“R-S Facts” 
example of what we mean, and the 
editorial 


Furnace 


as 2 good 
pattern of matter is in 
this case unusual and unusually 
200d 

Each page has three parts, one 
devoted to an installation case study, 
a little editorial written with a light 
touch and introduced with a piece 
of poetry, and a story about some 


R-S design illustrated with dia- 
grams. 
Here’s how the formula works 


out in one case 

\ story on a new R-S furnace in 
the plant of Pipe & 
Foundry Company describes the in 
stallation and the operation and is 
illustrated by 
showing the outside from the dis- 


Glamorgan 


two photographs 
charge end and the inside from the 
charging end. The “editorial” panel 
starts off with this limerick: 

In a heat-treat department in Florida 


\s the management's woes became 


torridet 
The ‘super” d creed 
*“It’s an R-S we need 
Lest our maintenance charges grow 


horridet 
and continues in a similarly light 


Ven, 


lhe design story compares the 


R-S design of furnace door with 
the conventional type which “su 
perfluously supports the face of 


the brickwork with a cheek-cast 


ing which is directly exposed to 





interior furnace heat (resulting) 


in a transfer of heat to the door 
casting and the nearby buckstays 
the door 
the 


R-S design overcomes this is told 


\\ arping develops and 
fails to close tightly.” How 
and diagrammed. 

This is an excellent piece of copy 
written 
The 
SAD- 


in the informative manner, 
in close to an informal manner. 
name of the writer is RALPH 
LER, vice president, JOHN MATHER 
LuUPTON, CoMPANY, New York. 
THE Gas MACHINERY COMPANY 
gets a lot into two-thirds of a page. 
Note the headline, and note how it 
would have been if left the way so 
many people leave headlines. “Tube 
and Hearth Ups 
Production.” Well, practically 
everything oftered 


Roller Furnace 


for sale in an 
industrial magazine promises to “up 
production.” Now add: “4 Ways.” 
\ great improvement—you're com- 


mitting yourself to be specific, and 


R-S Products Corporation 





GO GUIRY OF ES ROUTE COPORANOR PRLABTPD PA FRE NUL GRCIERE HU) GOLLY Om w mere 


Glamorgan has New R-S Furnace ¢ _ 
for Treatment of Cast Iron Pipe | --~-~ 




















the reader wants to know what the 


four ways are. Here's the copy 
The improved design of this new 
GASMACO furnace has resulted in 


these production economies to the 

ser 1) ny eT r Y nts 

red) | } (0% (? ta st 

sdall neni it] 
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Phos ( e Ow et 1 rood 
hgure » oC man thinkin oe. But 
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cle eT ( sts ¢ (which n or] t 
| ive heen oO}! | ‘ i tw thi ds 
page ad 1 ( case more space 
ne a ‘ nee T)I cl isec| ind 
ve d like to kno € useé Sig 
rite } use] o that any reade 

ould expect the same economies 
or the one particular user whose 
nstallation ust ited the cut 
it the top of the ad shows an at 
nealu yr | nace “installed n n 
1 int irge ste¢ | oducet 
pn the ngure pertain only 1 
( e cast nl m ) may me 
hn tv] lhe 1 itte oug t\ ( 
ci red l 
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( pay tive sa é 1) t ns 

( knocked e Ross ad Int i 
ta spin 


tit, manages to work in a good-sized 
main head ny i everse, picture ol 
the Significant product feature. dia 
gram of same, entirely adequate 
cOopy\ ind a good-sized reverse ig 
nature bere i lavout viewpon 


The Gas Machinery Company 
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George J. Hagan Company 





BLOOM 


BAFFLE TYPE 
BURNER 


FOR FASTER 
MORE UNIFORM HEATING 


iN COVER -TYPE 
FURNACES 


ENGINEERING CO., INC 


Bloom Engineering Company 


rertrect, and here’s the COpy 
is. battle type burner that 


‘faster, more uniform heatin 


cel battle diverts flame ¢« 
d rat it at botton 
' 
| ) tat care Of 1tsell 
i vive Taste eating 
ction. gives bette esults 


he sectional view shows how the 


spread, directed down, and 
ted upward 

vas written by JoHN 

WEENEY, WaLKER & Down 


Pittsburgh; and the = special 


ntion for the Bloom ad layout 
is deserved by artist WALTER Dop 


FELD of the same agency. 


RFACE COMBUSTION CORPORA- 
Chis advertising cannot help 


“required reading.” It’s all 


00 moun creas 


®80ucep ro 


te le “Sertece OR Less: 
ee weet Tre. 
Aameating Hermes 

* 


Surface Combustion Corporation 
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straightforward, with the emp) asis 
on what was accomplished and |oy 
and never mind how long the con 
pany has been in business. 

Performance data gets the b 
play—the highlights in the headline 
the details in a prominently-locate 
box. 

“150 Hour Cycles reduced 63 
Hours or Less!” is the achievemer 
of a “Surface” continuous-ty 
diant fired, malleable anneali 
nace. Copy translates that i 
increase of 375 tons in unit c; 
of cupola iron and mentions othe 
savings in time and labor. 1 
explains fow the results ere 
Af hieved. 

SWINDELL- DRESSLER Cor 
TION goes in for a billboard-type a 


huge splashes of color, pictures 

ona slant, a minimum ot copy 

copy, what there is of it, consists 
l-coverage 


of the same old broac 


sertions ot 


It must be apparent to 
dience by now why we don't think 
these ads fo all their | 
duction costs—are as eftect 
some others we've seen 


GEORGE | HAGAN Ci 


here’s one thing about these Hag 


ads—vou can’t miss the 


thev’re Hagan ads. Hagan the 
bottom, Hagan in the center. \\' 
wouldn't say this 1s exactly a tue 


because we would pretet seeing | 
name of the company associate 
with something other than tl 


Continued on Page 9 


Swindell-Dressler Corporation 
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INDU: 


ABP is proud to announce 


the 42 outstanding campaigns 





D WINNERS 


siLveE 
Sr AWAR 


National . ead Cc ompany 


Timken Roller Be aring ¢ vompany 
Barto» ‘ Inc 
Robins Cemiere. Porenaridy 
Hewitt-Robins Incorporated 


Armour Chemical Division, 
Armour and Company 
f I } 
Johns- M: anville 
Libbey Glass ‘Division of 
Owens- lili nois G lass ( map any 
+ Gite? ; . 


Pillsbury Mills, Ine. 
Mi Ing 


Nordstrom Valve Division 
R well Manufacturing Company 


WUcCarty Compas 


W alk le »s-Kohinoor, Inc. 
rfisingd « ncy, Inc. 

, E mail Greiner Company 
r, Lynch & Fishel, Inc 
ymouth Cordage - Company 

ro Smiti ’ 
B. F. Goodrich Company, 
dustrial Products Division 


Griswold-Eshleman Company 


E. DuPont de Nemours & Co., Ine. 


E xp losives De partment 
arton, Durstine « ( ’ Inc. 
istic Stop Nut Corporation 
of America 
VU Basford ( par 
nsanto Chemical Company 
Merrimac Division 
dner Advertising ( npany 


> 


e B. F. Goodrich Company 
Koroseal Division 
Griswold-Eshleman Company 
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its 6th annual business paper competition 


ERE ARE THE WINNERS the advertisers and agencies 
who, in the opinion of the judges, produced the outstand- 
ing business paper campaigns of 1947. 

The campaigns differed widely as to product and objec- 
tives. But without exception, they did a good job for the 
advertiser because—first of all—they performed a valuable 
service for the reader. Every entry was judged, primarily, 
from the reader’s point of view. Because it is the reader, after 
all, who makes the real awards — results for the advertiser. 

The award-winning entries were by no means the only 
good ones submitted. There were actually so many excellent 
campaigns that the final selections were, in many cases, 
extremely close. 

To these hundreds of advertisers, as well as to the winners, 
ABP extends grateful appreciation for making this contest 
one of the most important advertising events of the vear. 


THE ASSOCIATED BUSINESS PAPERS 


205 EAST 42nd STREET 
NEW YORK 17, NEW YORK 











General Electric Compan) P Pittsburgh Plate Glass Company 
Plastics Division atten, Bart , Durstine & Osborn, 1) 
Benton & Bowles, In Tri-C wantin Mac hine Company 
Buildog Electric Products Company Russell T. Gray 
Smith, French & Dorrance, Ini Wood Conversion Company 
Corning Glass Works Buchen Company 
Technical r roducts Division Dormeyer _ Corporation 
Rum ompany, In John UW’. Si Advertising, Inc 
Morse Twist Drill & Machine Co. National 5 anata and 
itherland-Abbott Advertising Sts amping Cc Company 
R. G. LeTourneau, Ine. Roche, Wullia leary, Inc. 
ndrews Agen Stone Straw C orporation 
The Mon: arch M: uc hine Tool Company Henry J. Kaufmay ite 
Fuller & Smith & Ross, In American badinter & 
Fearn L aboratories, Inc. Stz and: urd Sanitary .C orporation 
Howard I Monk end Associates Bat Barton, Durstine & ( rn, In 
Hercules Powder C company Blue Bell, Inc. 
Fuller & Smith Howard H. Monk & ates 
Monsanto Che nical Company Inte rns ational Nickel Company, Inc. 
Plasties Division farschalk and Pratt Company 
Gardner Advertising Company Wire Reinforcement Institute, Inc. 
Sandoz C he mical We ‘rks, Ine. Batten, Barton, Durstine & Osborn, In 
James Thomas Chirurg Agency International Harvester Company, 
U. S. Sadientetal Chaniesie. Inc. Motor Truck Division 
Basford Company Aubrey, Moore & Wallace, In 
United States Steel, Robins Conveyors Division 
Amei ‘rican Steel & Wire Company Hewitt-Robins Incorporated 
Bat , Barton, Durstine be , Ine Ross Roy, Inc. 
L ibbey »y-Owens-Ford Glass Company Warner & Swasey 
Fuller & Smith & Ross, ln« The Griswold-Eshleman Company 





Work like this . . . common to every type 
of engineering construction job .. . re- > 


avires expert eauipment choice ana conve _ FOR PROFITABLE EXECUTION OF JOB PLANS 





BECAUSE equipment purchases must always be justified in E 
terms of increased job efficiency and economy . . 


AND BECAUSE equipment applications, as links in a chain 
of operations, must be closely coordinated with labor, mate- 
rials, and financial schedules to attain a smooth work-flow in 
a balanced master scheme of ¢onstruction .. . 


IT’S OF UTMOST IMPORTANCE that the men who equip 
the job (road, bridge, waterworks, sewerage, dam, airport, 
or building) be thoroughly familiar with “‘tested-best’’ con- 
struction techniques, and with the tools and equipment need- 
ed to assure successful execution of job plans. 


That's one important reason why the men in field and office 
who determine equipment and tools purchases find EN- 
GINEERING NEWS-RECORD and CONSTRUCTION 
METHODS indispensable “printed partners” on every con- 


struction job. 





Construction men seek answers to questions like these 
as a sound basis for deciding equipment purchases... 


What has the equipment actually achieved under field 
conditions? 


What is its rated capacity? 
How is it powered? 


What are the latest improvements? 





Is it adaptable to different uses? 


Are spare parts, routine and emergency Sert ice avail- 
able? 


Is it durable? 


Is it easy to maintain? | 





Are there important safety features? 
W hat does it cost? 


Is it available? 








WHERE SIGNIFICANT CONSTRUCTION NEWS § BE 
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EQUIPPING THE JOB RIGHT IS EASIER THANKS TO 
ENGINEERING NEWS-RECORD 
AND CONSTRUCTION METHODS 


EDITORIAL PAGES of these two publications feature... 
new equipment: Regular departments such as “Construction Equip- 
ment News” and “New Aids To The Constructor’ provide a clear, 
continuing picture of tools and equipment progress. 


successful applications: The largest editorial organization in the field 
maintains an up-to-date survey of successful tools and equipment 
applications on all types of engineering construction projects. Feature 
articles report regularly on significant advances in construction tech- 
niques. 
ADVERTISING PAGES are a rich source of current information on tools 
and equipment. To win the endorsement of the world’s largest construction 
buying audience, manufacturers in the month of March alone supplied useful 
data on such equipment as... 


breakers ditchers mechanized scoops 

bulldozers drills wheelbarrows scrapers 
compactors dump trucks pavers spreaders 
compressors finishers pile drivers tampers 

concrete mixers gasoline engines portable hammers tractors 

conveyors gasoline hammers power shovels trucks 

cranes graders pull shovels vibrators 

crushers hoists pumps welding equipment 
diesel engines loaders radial saws winches 


AND THIS IS ONLY A PARTIAL PICTURE... 
ENGINEERING NEWS-RECORD and CONSTRUCTION METH- 
ODS editorial and advertising service corresponds completely to the 
responsibilities, needs, and interests of construction men at every 
construction stage from original planning to ultimate maintenance 
and operation of completed structures. 


THAT’S WHY MORE THAN 67,000 CONSTRUCTION MEN (KEY 


CONSULTANTS, 


STAFF 


ENGINEERS AND CONTRACTORS ON ALL KINDS OF ENGINEERING CONSTRUCTION) INVEST 
MORE THAN A QUARTER OF A MILLION DOLLARS YEARLY IN SUBSCRIPTIONS* TO... 


*less than 6% personal subscriber duplication 





BECOMES COMMON CONSTRUCTION KNOWLEDGE N 
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[CONTINUED FROM PaGeE 92] 


The Copy Chasers 


of the company—for example, a 


good sound user-benefit 
ad tells how the 


Heat 


solved the 


This Hagan 
Hagan Continuous Automat 
furnace has 


to Heat Treat a Variety 


reating 
‘Probl tl, 
of Irregular 


l-orgings.”’ 


, 
Shaped y 


Such parts are illustrated at the top 


of the ad and the furnace below 

DreEVER COMPANY employs (or in- 
pretty 
talent 


some place that the 


sists upon) some unim 


aginative advertising 


We've 


headline has the function ot get 


re ad 


ting the reader into the ad and is 
therefore one of its most impor 
tant elements. Drever’s headlines 
run hke these two 
DREVER SINTERING FURNACES 
\NOTHER DREVER IMMERSION TYP! 
DESCALING BATH 

Now some of the copy gives signs 
of being potentially productive of 
some good headline material. Pet 
haps not the one with “Drever Sin 


tering Furnaces” at the top, which 


Starts 
Drever Company has been in the 
forefront in the design and con 
struction of a wide variety ot 


which ts as far as we could force 


ourselves to read (how many, many 
thousands of ads have started just 
that wav!) But the descaling bath 
ad has headline material right in the 


: » 
first line : 


& tons of steel per hour ts descaled 
in this 18 foot Drever caustic bath 
descaling unit installed in a leading 
steel mill 


rHe A. ] HOLDEN 
What there is about 


COMPANY 
a position on 


the tront cover of a magazine that 
inspires a layout man to go wild, 


Drever Company 


WAMERSION TYPE DESCALING BATH 








The A. F. Holden Company 


we've never been able to figure, but 
it's a fact. Are they trying to com 
pete with the masthead, or what? 

ne Holden ad on the cover of 
Vetals Review has a big arrow let- 
tered “Definite Savings in 48” aim 
ing down at a series of concentric 
circles labelled “To ; 
Klectrode Salt Bath 
lhe copy, in rather small type, is 


(Owners ot 
Furnaces.” 


required to battle some spatter-work 
which forms the background for 
the arrow and makes the type nearly 
illegible. Then there’s a scroll head- 
ed ‘“(auarantee” which tells how 
long furnace and power conductor 
will operate at two different temp- 
erature ranges. 

There’s good information there, 


g 
but hard to get at. 
J. QO. Ross ENGINEERING Cor- 


The small size of many 
which this 


PORATION 
of the magazines in 
group of manufacturers is repre 
sented is apparently responsible for 
some ill-advised 


attention with cock-eyed arrange 


attempts to get 


ments 
lhe net results are not at all suc 
Ross ads, in particular, just 
\ll the elements fighting each 


cessful 
jump 
other, type on severe angles, rib 
bons, reverses and whatnot—while, 
all the time, what is needed is some 
special effort toward simplicity and 
cleanliness. 

We just refuse to read ads like 
this. If the copy is any good—or 
the product is any good we 
wouldn't be knowing. 

% Hotcrorr & Co. is one of se 
eral companies in this field that 
should be using larger space, but 
this one does a respectable job with 


its two-thirds. 


A F. HOLDEN COMPANY - 





J. O. Ross Engineering Corporation 


“Blazing the Heat Treat T: 
is the theme and opening line 
each ad, and could be dispensed 


with, without causing any great «ss 
Whether the illustrations e 


large enough to be informative to 
the reader we don’t know, but at 
least they do serve to validate the 
copy in the absence of customer's 
name or testimonial. 
right to the point: 
Short-cycle malleable annealing 
a fast, 
offers the following advantages 


Copy S 


economical process whi 


large-volume manufacture: 

The process requires as little as 
hours, as compared to several day 
for other methods. This means ri 
duced inventories and faster sh 
ments, 

It produces clean, scale-free worl 
which can go directly to shop « 
assembly without further proce 
sing 

It permits the use of light-wall 
containers—reduces dead weight | 
as much as 400%, and cuts fuel 
bills correspondingly. 

It enables large and small casting 
to be handled simultaneously 
other methods 


gives several times the product! 


Compared to 
per unit of floor area. 
That's 
translated into 


good specific copy, vell 
user-benefits, and 
should set an example to other ad 
vertisers who expect to create read 
through mouth-filling 


It was written by Cari 


er interest 
generalities 
CONNABLE, 
CHARLES M. 
ATES, Detroit. 


account executive 


(GRAY AND Ass 


SENTRY FURNACE ComMPANY. The 
writer of this campaign has taken 
all the phrases he could find ex 
pressive of good qualities in a piece 
of machinery and has distributed 
them through the copy in his series 


Holcroft & Company 


SHORT - CYCLE 
MALLEABLE 
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A Progress Report 
to Advertising Executives 


...o0n McGraw-Hill’s continuing program 
to give advertising a more important voice at 
the management table 





How can I make this budget stick, ‘upstairs’? 

Few of us in advertising haven't had to wrestle with that 
ne. And 
r efforts have failed, because of a lack of conviction, in 


more often perhaps than we care to admit 


the front office, of the important role that advertising can 
play in the economic performance of a business 
Building this conviction is obviously the first step in 
meeting the objections of the cost conscious executive 
It's our mutual problem. It drops nght back into the laps 
f the admanager, the agency, and the publisher 
McGraw-Hill has had considerable experience, over the 


years, in carrying the case for advertising to management 


Some of these efforts, frankly, weren’t very resultful. Others 
won a fair measure of success. But we've learned as we 
went along 

We know, for instance, that the so-called top or policy 
executives are not opposed to advertising as such. ‘Too 
many of them, however, are inclined to turn it on and off 
with the shifting tides of business. Some are exclusively 
fair weather” advertisers. Why? Because they do not un 
derstand, or believe, that profits will be adversely affected 
through the simple expedient of “saving” a few thousand 
dollars on the advertising budget. 


yours and ours — 1s to present a more 


Our problem then 
articulate case for advertising as a positive economic force 
We must establish the one basic principle that sound and 
consistent advertising ALWaAys contributes to lowering the 
cost of producing sales. 

And this is by way of a resume — a report to advertising 
executives—of our continuing efforts toward the accomplish 


ment of this objective. 


Let's Go Back Two Years 


It was early in ’46. Labor and materials costs were soaring. 
joher 
Higher production costs were inevitable. Management was 


+ 


facing tl tough problem of maintaining a rewarding proht 





under constant economic and political pressure to hold 
prices down. 

We knew that the technicians and methods engineers 
would keep right on striving for lower manufacturing costs 
out of better machines and better methods of production. 
But that wasn’t enough. Top management needed to look 
to the selling end, too—to the possibilities for reducing the 
costs of manufacturing orders. 

So it seemed to us that the time was ripe for suggesting 
to management that the same techniques they had applied 
so successfully to the problem of making a profit on pro- 
duction, could be applied toward reducing the cost of taking 
the product to market. 

We wrote a book. It wasn’t an easy chore. It had to be 
factual —it had to be fast —and it had to talk the language 
of the man whose major concern is the successful coordina 
tion of the over-all operations of management, production, 
and sales. 

We asked for—and received 
tion. Admanager and agency friends reviewed the script 


a lot of help in its prepara 


along the way, and their suggestions and advice made a real 
contribution to the finished story. 


Application No. 1. “WHEN THE CURVE IS UP 


The first copies of “WHEN THE CURVE IS up” rolled off the 


press in September 1946. 











It was not a McGraw-Hill promotion piece. It contained 






no “commercials.” At no point in its 24+ pages was there 
any “plus” for our house or our papers. Its target was the 
top executive and its sole objective was to advance a principle 

‘he starting point, you may recall, was a simple parallel 
between Production and Distribution. Then it set up the 
five basic steps that are involved in the manufacture of a 
sale indicated which of these steps could be more eco 
nomically performed by “Mechanization” (properly coor 
dinated advertising and concluded with the suggestion 
that management might well re-appraise its selling objectives 


Mechani 


zation” could be further applied toward reducing the per 


with an eve to determining the degree to which 


unit cost of a sale. 


Getting it to Top Management 


WHEN THE CURVE IS UP” was generously received, en 
dorsed and put to work by Advertising and Agency Execu- 





when the COST CURVE goes up 






aby 





Kick-off" spread in B.W. — September 1946 
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tives, and by our own McGraw-Hill Salesmen. 

And, obviously, with the target so clearly defined, it was 
our job, as well as yours, to get the book into the right places, 
We began telling Top Management about it with a con 
tinuous scrics of monthly spread advertisements in BUSINEss 
WEEK. 

The first printing —- 8000 copies— was exhausted by De 
cember of 1946. An additional 5000 went out 
only —almost as rapidly. 

But that was just a good beginning. 


Application No. 2. “MECHANIZED SELLING AT WORK” 


(his one—and you contributed much of the material 
takes up where “WHEN THE CURVE Is UP” left off. 


on request 








>» 
wecn ized seutive 17 WORh ™ | 





10,000 copies ore already ‘‘at work"’ 








“MECHANIZED SELLING AT WORK” —sub-titled “Blue Print 
for Profit” 
turing and selling. It takes the “methods engineer” approach 


draws a still sharper parallel between manufac 


to the manufacture of a sale — establishes a definite base for 
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the cost saving applications of advertising as a mechanical 
tool —re-defines the five selling steps—and includes actual 
work sheets for determining the maximum potential for 
“Mechanization.”’ 

But we've gone a step further for the man who wants 
facts. In a companion booklet of the same title we present 
example after example of Mechanized Selling at Work... 


i—- 


¢ 
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Case studies offer 
actual examples of Mech. Selling at Work 


actual case studies of HOW manufacturers ARE successfully 
applying the principle we are discussing. 

If, by any chance, you haven't had an opportunity to 
read “MECHANIZED SELLING AT WORK,” please write us and 


we'll remedy the situation immediately 


Practicing What We Preach 


McGraw-Hill has alwavs used advertising to sell adver 
tising. As a preliminary step to merchandising “MECHANIZED 
SELLING AT WORK,” we shifted the theme of our messages 
to top management, in BUSINESS WEEK, to a straight defini 


t 


tion of Mechanized Selling 





—_ 
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NAGEMENT, FOR 21 CONSECUTIVE MONTHS 








MECHANIZED SELLIN 





The pre-conditioning ad. Repeated four consecutive months 











This one advertisement was purposely repeated for four 
through the summer of '47, until the 
book was ready, in September. Our copy, since then, has 


consecutive months 


been based upon specific applications of the principles of 
\fechanized Selling. 

l'o keep the advertis 
ing practitioners posted 
on these monthly mes 





sages to management, 
we have been sending 
preprints to our ad 
manager and agency 
fricnds. ‘The list totals 
about 6500. If you aren't 





on it — and if you would 


4 practice what we preach 


drop us a line and we'llgladly sce that you getthem. 


like to receive copics of 
the advertisements 








A Continuing Project Yes — Mechanized Selling is at Work. Perhaps we've onl 
scratched the surface. But we expect, with your cooperation, 


Ihe demand to date for more than 10,000 copies of to keep right on selling the philosophy of sound advertising 
MECHANIZED SELLING AT WORK” is one indication of sound to the men who are concerned with the problems of man- 
interest in the subject it discusses. Another indication is out agement. 
fan mail." But far more important is the mounting evi We believe — sincerely — that advertising, properly applied 
dence of actual “usage.” and directed, can make a consistent contribution to the 
Management men tell us it has given them a new concept profitable operation of a business. But it can never perform 
of advertising. Company presidents are asking for copies to its true function as an integral part of the selling program 
pass along to their board of directors. Agencies are taking until it is looked upon — by management — as an investment 
the story to their clients. Advertising and Sales Executives rather than an expense. 
are applying it to the development of a better appreciation Selling this basic philosophy — this true function of adver 
for advertising in their own organizations. A few examples tising —is our continuing objective. It’s a mutual objective 
are indicated below vours and ours. And we're in it for the long pull. 


HOW “MECH. SELLING” IS BEING PUT TO WORK 


@ AGENCY PRESIDENT (Philadelphia) made a film presentation on ‘Mechanized Selling’ for showing 
to clients. 


@ ADMANAGER (Chicago) says: ‘I’m using it to show my management how we can place a bigger 
sales load on advertising.” 


@ ADMANAGER (New York) ‘I'm sending a copy to every man in my organization who is directly 
concerned with advertising.”’ 


@ TOP EXECUTIVE (Pennsylvania) built a presentation for his board of directors. 


@ PROMOTION MANAGER (New Jersey Manufacturer) worked up a complete sales meeting show 
—with script, slides, and sound effects. Gave salesmen a new appreciation of their company’s 
advertising. 


@ ILLINOIS AGENCY “We're seeing to it that every one of our clients gets the story on Mechanized 
Selling.”’ 


@ DAYTON ADMANAGER mails reprints of Mech. Selling ads to his entire sales staff. 


@ MANUFACTURER (Massachusetts) reprints excerpts in special bulletins to executives and 
distributors. 





@ ADMANAGER (Connecticut) passes Mech. Selling data on to sales executives and field men. 


These are just a few examples of some of the ways that “Mechanized Selling” is 
being used to develop top-side and inter-company appreciation for advertising. Have 
you had any interesting experiences or reactions? We'd like to hear about them. 
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fhey are: high flexibility, economy, 
less to operate, clean, econom1 
more production, maximum 
production, scientific control, uni 
form quality, reliability, operating 
conomy, high quality 
\ comparison with some of the 
ertisements in this presentation 
ch we have chosen to commend 
show why we have not chosen 
mmend Sentry. If Sentry fur 
es are that good, there must be 
hetter evidence of that fact than 
ns trom a lazy copywriter’s 


KuTZ ENGINEERING COMPANY 
s ewhere along the years we once 
remarked (doubtless quoting some 
one else) that the best ad ever 
yritten was ““Neckties 10c”’. (That 

vears ago; probably the perfect 


“1948 


Chevrolet $000.”", but anvway 


headline today would be 


he contribution made to this 


conclave by Kutz is a single tiny ad 
Savs: 
Furnace and | rer 
| yment Installed 


ivailable at all times to minin 
e your shut-down period 
Name and address 

the purposes ot 
d probably pel fect 

ANT HEATER COMPANY. It’s 
é for us to understand why 
some advertisers come out with big 


+ } 


es ot bathing s, babies. 


Pris, 

lers, deep sea divers and othet 
Cx neous items as a Way ol de 
“ ing the merits ¢ f their products. 
reason is that such-like are 


easy to think up—vou can work 


Bryant Heater Company 








Kutz Engineering Corporation 


Sentry Furnace Company 


out a complete campaign of an 
alogies in, oh, let’s say ten minutes. 
Chen all you have to do is scratch 
down a few lines somehow con 
necting the illustration to some vir 
ture of the product—and turn the 
job over the Art Department 

One Bryant ad shows a “fun 
house” barker calling attention to 
two dames whose skirts are being 
Headline is “Ai 


Makes ‘Em Burn!’’, and there is un 


litted by air jets. 


doubtedly a connection made later 
on with Bryant Blowers on tu 
Maces, 

Corn like this repels intelligent 
readers and handicaps the company 
in the eves of those who do take the 
trouble to identify the advertiser 


\\ S 


Despite the 


COMPANY 
allotted 


the writer of this campaign, he in 


ROCKWELI 


small space 


sisted upon some extremely long 


W. S. Rockwell Company 


headlines, quite unjustified. Sam 
ple: 

Continuous Bulk Heat Treating of 

Small Metal Parts Assures Uniform 

Quality and Saves Man Hours 

in Rockwell Revolving Retort Fur 

naces 

very one of the Rockwell series 
also shows two installation pictures 
and contains a great deal of copy 
which, being catalogish, can’t be 
criticized, but still doesn’t make for 
particularly comtortable reading 

Lee WILson ENGINEERING Com- 
had some fine photographs 
of its installations in steel plants 
and was sufficiently impressed by 
them to think of by-passing the 
Copy Department altogether. 

\We aren’t as much against this 
as you might expect, provided that 
Lee Wilson has an adequate direct 
mail campaign that can be counted 
upon to reach the maximum list of 
prospects and is carefully designed 
io do the job that the space adver 
tising does not do, which is—tell 
why these steel companies selected 


Wilson 
% AJAX ELeEcTRIM 


Here is “‘tell-all” copy 
the kind that makes the 
not all the readers, mind you, but 


COMPANY 
at its best, 
readet 
the ones you want the most—stop a 
while at your station. 

Take the headline on this Ajax 
spread ; there are four words in tt 
four words in one headline !—we 
draw a blank on. Here it is: “Cat 
Isothermal Treatment, 
\dvantages of Li 


burizing 
Combining the 
quid Carburizing with Martempet 
ing or Austempering.”’ 

Do you know what that means in 


plain language? We don't, but for 


Lee Wilson Engineering Company 


NUS ON WIRE ANNEALING “SQDAOMS~ 
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Carburizing + Isothermal Treatment 


Combining the advantages of liquid 
carburizing with martempering or 
austempering 
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AJAX ELECTRIC COMPANY, INC. 


} AJAX ELECTRIC SALT BATH FURNACES 



























a 
* the OssTRUCTION «f the ® © 5 end CAmabIAe 
COmTiNvOUS BuTT 10 PIPE Mmilis 
SALEM uas server 
ae 4: tana mht 
eas Fie ed, 
ou Fee and 
uecrare roanacts 
Seesadalasendin te speed production, and cut your cests 
= a ~ 
i = 
Saiem Engineering Company 
Arr orem " . . TME ELecreRic “FURNACE ¢<o 
Salem, Ohie . = \ , 
° “ ~ © JDalom -( 
Ajax Electric Company 
Salem Engineering Company The Electric Furnace Company 
the verv reason that we don't. we Work is immersed in a liquid carbur- 
suspect the market will—and that’s se cyanide hardening bath, 
what counts where the desired case is produced 
\ , It is then transferred to a neutral 
Sa matter ot ft: < lcs 
it fact, on technica salt bath maintained just above the 


items such 


understand an ad, the higher we're and followed directly by an isothermal 
likely to rate it quench. Toughness is thus added to 
Another thing that convinces us the core while assuring a uniform, 
this combination is a good one is hard case The entire operation 1s 
ities ntinnes sein ten teliian carried out with one heating of the 
>“ . ‘ ’ work 
of some of those advantages in Then, over at the left, there’s an 
words we do understand area of copy which makes sure the 
Speeds Productiot reader is sold on liquid carburizing 
Reduces Final Machining to begin with (let alone isothermal 
\ssures Unitorm Case treatment ). 
Produces Tougher Cor Pictures in this ad include a large 
Prevents Cracks and Reject 
Piminates Skilled Lahos one of a totally enclosed mechanized 
Lowers Maintenance Costs unit for the combination deal, a 
with First Cost of Equipment at smaller cut of tractor drive pimons 
Least 50% Less being carburized, and three illustra 
What can do all that for so little is tions of parts so handled, each with 
worth reading about. Here’s how captions describing specifications. 


it's done 
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as the less we 


furnaces, upper critical temperature of the case, 


Chis very swell ad was prepared 









by ANN E. HAMILTON, sales prot 


tion manager for AJAX ELECTR 
Harry P. Bripce Company, P! 
adelphia agency. 

SALEM ENGINEERING COMPANY , 


has given us an ad in which sone 


interesting information has_ be 


pretty well obscured by a bad 
out and impossible typography 


ya 


This layout is inexcusable, all the 


way from the crazyquilt arrang: 


ments to the too-cute overlay of the 


‘W" in “Buttweld” on the « e 

ee ° e ' 
‘11’ in the headline. (See ‘“Gal- ' 
lerv.”’) 


The story, the way we would state 
it, is: ll New Continuous Buttweld 
Pipe Mills in U. S. 


Salem 


and Canad: 
Engineered, Built or 
All 11. 

three paragraphs of coy 
“Salem Knows,” “Salem 
“Salem Will” are plain 
institutional bosh, as might be ex- 
that 
pattern, but the tiny type adjacent 


quipped 
The 

starting 

Does” and 


pected from fancy subhead 
to the chisel-point pictures carries 
some impressive facts about Salem 
performance. 
THE ELEctTRIC 
PANY'S 


FURNACE Com- 
headline “EF Gas 
Fired, Oil Fired and Electric Fur- 
naces to Speed Production, and Cut 
Your Costs.” 


Savs: 


1 
} 


There is a notion abroad in the 
land that the well-supported prince! 
ple of selling user-benefits, rathet 
than product qualities as such, can 
be fulfilled satisfactorily by phras 
ing copy in terms of speeding pro 










duction and lowering costs. but M 
promises of generalities have be- sa 
come, through over-use, hardly bet- ar 
ter than no user-benefit at all; it’s al 
necessary to answer “how muc! 
or at least “how.” fo 

The following copy is completely he 
meaningless. The same words could 
be used for any other furnace , 
for that matter, with a few changes, = 
for any other type of industrial = 
equipment. 

For annealing or normalizing, br cu 

ing, hardening, carburizing, nit! D 

ing, or any other treating proc« in 

select an EF furnace, they 

built in many different designs, 0 

in sizes to meet any requirem fo 

Each installation is engineered 

built specially for the parti 

and individual need, lil 
Plus that much more before r Ca 
ing the point of disclosing the ‘ca re 
tures. Please observe that the ag 
er wants to know how he’s gomy t of 

(Continued on Page 100 N 
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BACK THEM WITH 
THE FACTS THEY NEED 


FOR SUCCESSFUL SELLING 





Many a call has been wasted and many a sale lost, just because the 
salesman lacked such facts as these: where to call... when to call 
and what lines to concentrate on for steady, well-rounded, profit- 
able business. 

How can you keep your salesmen supplied with this vital in- 
formation? Ask today about Kardex Visible Sales Control and 
how it gives you both a graphic, over-all picture of status or per- 
formance plus rapid access to complete details. No waiting for 
end-of-month summaries. You can have—any day, at a moment's 
hotice—any or all of the following facts: 

Sales-to-quota percentage by salesmen, by departments and by 
customers ... Date of last customer contact and date of last sale . . . 
Date when next call should be made . . . Up-to-date customer 
information ... Cost of sales by customers or by departments . . . 
Or whatever other type of data you need in your particular set-up 
for successful control of sales effort. 


FREE BOOK OF SIMPLIFIED SALES CONTROL METHODS. If you'd 
like to learn more about Kardex-simplified methods . . . how they 
can cut your costs ... how they can help you boost your profits, 
tead our 96-page study, “Graph-A-Matic Control for Sales Man- 
agement”. It’s yours free on request. Phone the Remington Rand 
office nearest you or write Systems Division, 315 Fourth Avenue, 
New York 10 
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HOW SPEED 
PREVENTS LOSS 


tm Steet mtitine 


-_ oo 


for MEAT TREATING JUNGLE KNIVES 


C. |. Hayes, Inc. 
General Electric Company 
Ajax Electrothermic Corporation 






Sunbeam Stewart 








[CONTINUED FROM PaGE 98] 


The Copy Chasers 

benefit, pretty specifically, befgre he 
is willing to read about sizes. appli 
cation engineering, etc. 

Besides, the copy is deadly. “For 
the particular and individual need” 
“fully up to the desired” . 
“the utmost in” “conceived and 
perfected by’’—are phrases to choke 

upon 

C. I. Hayes, IN« 
the layouts for this company’s ads 
should hurry back to art school 
or perhaps go to art school, because 


\\ he ever de eS 


some pretty good information is be- 
ing covered up by typographical 
monstrosities. (See “Gallery.”’) 
\t the top of each ad is a three- 
laver banner reading : 
(in reverse) 
1926—pioneered the first 
controlled-atmosphere furnace 


practical 


(on Ben Day) 
“Certain Curtain” Ev_ectri 
FURNACES 
(in reverse ) 


lopay—providing the most advanced 
types of controlled-atmosphere fur 
naces, 


The next line, black on white, al- 
ways starts with a dash and an and, 
followed by the name of a customer, 
for example: 
and at Ingersoll-Rand 

then, on a slant, a line of script, 
such as 

“Certain Curtain” makes a sure, easy 

job of 
and finally the job: 

HARDENING LARGE Toors 
rom there on, you can expect any 
thing typographically—a full load 
of copy, at least two cuts, and vari- 
ous other items. The lower quarter 
ot the 
listing the 


ad is standardized on a box 
“Essentials of Furnace 
Control” 


All?’ ), a plug for in 


\tmosphere (“Certain 
Curtain” Has 
quiry, company name, address and 
list of 


provides enough intormation about 


agents. Copy is good as it 
the case study to make the reported 
results significant 

(GENERAL ELECTRIC makes its play 
for heat-treating furnace business 
along the line that G.E. can supply 
not only the electric furnace but also 
the complete “production-line” heat 
treating process from start to finish. 
(7... sells its 


facturing and supervision of instal 


“engineering, manu 


lation” as “Packaged Processes.” 
ad starts off: 


You've only begun to solve your heat 


(One 


treating problem when you buy the 
1 complete job, 


furnace ’ lo ao the 
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necessary accessories atmospher« 


conveyors, controls, handling equip 


ment—must be specified and ordered 

But why buy piecemeal from severa 

suppliers when you can get a complet 

“packaged process” from one source: 

General Electric 

SUNBEAM STEWART hangs mu 
of its story upon the fact that it is 
a division of the Sunbeam (C; 
poration and as such is responsible 
for the furnace work on Sunbe: 
appliances. 

How much of an impression this 
makes on the market is questior 
able. The necessity of having to 
use as well as sell the product has 
a certain amount of weight in es 
tablishing practical experience, but 
we wonder if the point might mis 
“So,” the prospect 
figure, “Sunbeam Stewart is just 
Sunbeam. Well 
somebody else makes furnaces and 


fire. might 


an off-shoot of 


just furnaces, and no fooling around 
with sprinklers and 
shears.” 

We would advise this company, 


lawn sheep 


if it truly belie, es its slogan, “The 
fest Industrial Furnaces Made’, 


to set about proving the statement 
without any assistance from, or 
reference to, the parent company. 

It so happens, though, that Sun 
beam put all the 
burden on the Sunbeam name. In 
“Gallery” 
tions are shown, and the operations 


Stewart doesn’t 


ad, good clear illustra 
some detail. fo 


are described in 
example, in the case of jungle 
knives made by Charles B. Briddell, 
Inc. 
Briddell 
“musts” . The treatment must pr¢ 
vent distortion of the stamping and 
obtain a hardness a! 


engineers recognized tw 


the same time, 
toughness to withstand hard usag 
Because of these high physicals—a 
the general shape of the machet 
Briddell anticipated trouble 


Copy goes on to tell how the trou- 


ble was forestalled, and there is a 
accompanying cut showing the 
rious stages of work in the pro 
tion of the knite. 

ATAX ELECTROTHERMIC Col 
ATION has an ad doesn t 
promise much starting out becaus 


which 


the layout doesn't present mu 
an invitation, but it turns out to De 
1 little beauty. 

The headline is “How Speed !'re 
vents Loss,” which is fair enoug! 
Now note this easy-riding cop! 

There’s little 
\jax-Northrup melting 


time for oxidat 


with 


(Continued on Page 102 
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MacRae’s Blue Book 


The Complete Buying Guide 
for Every Industrial Product 





Efficient 
More Accessible 


More Manageable 





For advertising rates 
call your agency or 
write to MacRAE’S 
BLUE BOOK COMPANY 
18 E. Huron St., Chicago, lll. 
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Preferred for Reference 


MacRAE'S BLUE BOOK is preferred 
for constant daily reference by thou- 
sands of important purchasing and 
specifying officials. For 54 years it 
has been the most complete, accurate, 
and easily accessible industrial pur- 
chasing directory a// in one book. 


The “Cream of the Crop” 


No single edition of any industrial 
reference directory circulates to more 
than one in eleven of the 200,000 
manufacturers of America. MacRAE'S 
BLUE BOOK 18,000 circulation 
reaches four of those eleven within 
five years and is sent unfailingly to 
the “cream of the crop” of purchasing 
and specifying agents every year. 


Proved Accuracy beg ae 


The proved accuracy of this complete 
industrial directory of America is the 
result of unending compilation based 
upon time-tried experience. A large 
staff of especially trained personnel 
is continually at work checking, cor- 
recting, adding to and eliminating 
from the voluminous amount of data 
contained in each issue. 


Controlled Distribution 


Each year, 18,000 new copies are dis- 
tributed to 18,000 key purchasing 
and specifying officials in industrial 
America. This distribution is based 
entirely on buying power: that is, the 
capital rating of each company and 
its standing in industry. Each adver- 
tiser is assured that his message cir- 
culates to the largest units of his 
major market. 

Old copies are returned and re- 
distributed to a long waiting list of 
secondary firms. Redistribution of 
copies may continue for five successive 
years after publication. It is conserv- 
atively estimated that over 75,000 
copies are actually in service at any 
given time. 


Advertising Effectiveness 


Keyed advertisements have proved 
in quality of inquiries—and resulting 
business in dollar volume per inquiry 
—that MacRAE'S BLUE BOOK main- 
tains a position of superiority and 
trust which is unique in the entire 
field of industrial advertising. 

In countless instances, purchasing 
agents to whom time is a precious 
commodity have stated their prefer- 
ence for this directory because the 
information is so quickly and easily 
secured. 


Your name in MacRAE'S BLUE BOOK 
is your most important advertising 
investment. 
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[CONTINUED FROM PAGE 


Keep The Line Open 


strong enou gh to say “ves” or “no.” 


+) The 


hed person, not a pinch-hittet (,00d 


editor should be a quali 


editors aren't available at coolie 
wages ; poor ones are a dime a dozen. 

5) The publication must be bud 
geted liberally enough to let it do a 


that all 
costly, but 


doesn't mean 


should be 


1ob That 


house organs 


that they should cost whatever is 
required to do the job well and con 
sistently 

The day of homespun industrial 


isn't dead, but it’s dying. 


called by the 


journalism 
The score has been 
picture magazines and newspapers, 
by radio and television, by the whole 
accelerated pulse action of the times 
\long with the 


talents of the 


talents of other spe 
cialists, the good ad 


vertising men are needed to bring 
com 
of ad 


written, or the 


impact to employer-emplove 


munications. The best piece 
vertising copy evel 


most brilliantly conceived merchan 


dising program can't stand alone; 
they are valueless if you can’t get 


the product out of the plant because 
labor trouble So, 


and employe to talk to 


if vou can't get 
employer 


gether, in reasonable harmony and 


with a mutual determination to get 
the rest of 


along, you can forget all 


it 

lo talk to employes, you must 
talk to them in terms of their in 
terests; their own personal, inti 


\part from the ob 
vious interest any employe has in 


mate interests 


steady wages and job security and 


good working conditions, he is in 
world 


We tell him he 
don't tell him 


terested in this industrial 


which he’s a part. 


belongs to it, but we 


how. He has an interest in the work 


he does, but it’s latent and undevel 
oped because we haven't told him 
much if anything about it. He has 


an understandable vearning for re 


ogmition and reward, and the phi 


losophy of free enterprise says he’s 
entitled both, provided he earns 
them 

practitioners in in 


know 


average employe is inter 


Che smartet 
dustrial 
that the 
ested in operation ; 


communication now 
operations is the 
story ot Ins job and his plant, the 
and the 


product that follows it. To us it’s 


iob t hat pre edes his. end 


the story of free enterprise, or the 


beginning of it, vet we've resisted 
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HERE'S 
HOW... 
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Lindberg Engineering Company 
[CONTINUED FROM PaGE 100] 


The Copy Chasers 


get clean, quality steels and save 


the cost of expensive alloying ele 
ments 

Control is ideal—you hit pouring 
right on the 


contamination is nil—one 


temperatures nose 
Carbon 

carbon as low as 
stainless steels It’s 
battery of fur 


user reports 
0.015% in 

flexible—install a 
naces with different linings to han 
dle any melt. 


Next paragraph tells how little it 


type ofl 


Due to savings in deoxidizers 
one user melts 
half the previous 


costs 
and constituents, 
nickel steels at 
over-all cost 

\n accompanying chart gives, in 
much too small type, the steel melt- 
kilowatt 
hour 
sizes 


Ing performances time, 


hours per ton, pounds per 
et 
this advertiser 
was not content with a perfectly 


for generator and 


Unfortunately, 


satisfactory story, but had to put in 
“Ideal for 
which has a pic 
It’s sound 


nother plug headed 


Scrap Recovery” 


ture and a block of text. 





for years telling him the story we 
want him most to hear. It’s the big, 
broad editorial framework of the 
successful house organ today. 

Into this picture any alert adver 
tising man ought to be able to paint 
himself. If he’s good, he has the 
skill to speak well and convincingly, 
the ability to persuade great num- 
bers of people, the talent to recog 
nize the selling points of a piece of 
merchandise. In the employe pub- 
lication lie both the opportunity and 
the challenge. 


(To be continued) 


enough copy, but it’s too much ‘or 
the ad. This is a case where the 
layout man should have said, “Now, 
look here, Mr. Copywriter 
% LINDBERG Com 


PANY has a series that always starts 


ENGINEERING 


off with “Here’s How’’, and the 
series offers some good “Here's 
How” to ad-men. 


Layouts are very attractive, but 
it’s the plan of these ads that ap- 
First, a big illustration 
of a scene in a customer’s plant; 
following through 
”: for example 
Harden and 


peals to us. 


then the headline, 
on the “Here’s How 


“Lindberg Furnaces 


Draw Twice as Many Trowels 
Daily.” 

The “Before” and “After” story 
really does an impressive job. For 


Marshalltown Trowel Company, 
Lindberg Hearth Hy 


dryzing Furnace and one Gas Fired 


one Rotary 
Drawing Furnace cut fuel cost pei 
trowel from $.0050 to $.0032, in 
creased production per man hour 
from 50 to 250, increased produc 
tion per sq. ft. of floor 
day from 23 to 37, and cut re-heat 


space pel 


treat from 7% of hardening and 
6% of drawing to none at all 
Next—and here’s a swell device 


the customer’s picture is shown, 
next to a statement by him referring 
to Lindberg performance. In this 
the production 
Trowel 


case manager al 


Marshalltown 
“We installed this equipment about 

12 months ago, and our savings are 
already than half the cost ol 
the furnaces. At this rate we'll have 
the furnaces paid for in another year 
We also find that these new furnaces 
make working conditions much cooler 


Says : 


more 


and cleaner.” 

Such ads are not easy to produce 
You've got to get the facts, arrange 
to have the installation photos taken, 
get the facts approved for use, get 
the customer to make a statement, 
prevail upon him to permit use of 
his name, practically hit him overt 
the head to get his picture, and then 
to write the copy 
worth 1t-—m 


you're ready 

But, brother, it’s 
satisfaction to the copywriter a! dim 
satisfaction to the man who wants 
to see his advertising pay. 

On which happy note, with a deep 
Ropert S. A1TcHIsoN, ad- 
manager, who wrot« this 
Lindberg copy, by far the best 0! 
the bunch, we thank you fo: the 
use of the hall and hope we be 
asked in 


bow 
vertising 


again. 


THe Copy CHASESS 
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e the 
Now 
sta ts 
| the 
ae . 
y 
ut 
[ ap- 7 , , 4 . - 
ation see AF | 
lant; , ta 5 
3 & ; en 
ough . 
iple 
and 
wels 
story 
of { HE railway men who use your product may be completely sold on its 
: ; I ; I , 
any, merits. But how about top management — the men who determine railway 
Hy policies, who authorize and approve purchases? The Railway Age editorial 
ired at the left, directed to railway departmental officers, indicates to manufac- 
per turers that a consistent selling job must be done in the management zone of 
1 . . 
! buying influence. 
our 
duc — And Railway Age can do that job for you! 
CT . . . . . 
a For more than 90 years, leading railway supply manufacturers have found 
eal , : . ‘ = 
that Railway Age paves the way for their advertising messages through hard- 
an sane “er Bok . , . 
hitting editorials and authoritative technical articles that top railway men 
wice want, use and act upon. And at their own request ... for Railway Age is no 
wn. “give-away publication. Top management officers on practically every rail- 
ring road willingly pay for an editorial service which they find professionally 
this indispensable to them — a service on which Railway Age, through a staff of 
at 24 editorial specialists, spends over $17.00 per subscriber annually, exclusive 
of mechanical costs, 
yut 
re If you want your advertising messages to travel with an editorial content that 
of appeals to railway executives . .. if you want to sell them on your products 
2 the logical choice is Railway Age — the only business paper devoted to top 
if p r 
om railway management. 
er 
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[CONTINUED FROM Pact 
High Cost of Selling 
Look at it this 


ie you make a saving 


rastination 


in vour distribution 
more breathing 
ackle vour larg 
Chalk up 
on to the next 
1 involved sched 
sense 
guide 
empl 
nevative 


} 


eReLaD: 


uation 
reased volume 
ratio back in 
approach would 
Operations in 
the territory to replace the 


] , 
sAli@Csilla 


Check these points for savings 


1 ' 
riet check-list 


questions whi 


ely as a euice 1! 
pomts al which yout 


; 


costs are most like 
nomies quickly and 
is check-list is bv n 

does touch 


(1) 


roducts which 


\ recent cal 


1) 
I 
t 


toon illustrates this attitude. A sales- 
executive is looking at a sagging 
sales curve. The caption: “It can't 
be our product quality—-we make 
the best buggy whips in the world!” 
Don’t let that attitude keep your dis 
tribution costs unnecessarily high. 
When the sales force spends time 
and effort bucking a basic trend, 
sales costs tend to mount. The pro 
duct line often leads to this type 
Check 


particularly for products which do 


of unproductive sales effort 


lot seem to “fit” your line perfect 


\Where the salesmen have to sell 

or a group of products, 
a different type of customers 
rom those buying your major prod 
ucts, costs are likely to be excessive 


1 


ly high Watch also for products on 


~ 


1 


which the order-quantity is typically 
head 


aches” arise from misfit items 1n the 


small. Some “small order 


product line 


Combinations Mean Economy 


Check also for products in your 
line which differ from each othe 
only slightly. Can you combine two 
or more such products into a single 


product, perhaps with advantages 


over the ones now in the line? Pro 
duction and sales economies arising 
from a shorter line are far-reaching. 


\ oul 


products should be kept in mind in 


gross margin on different 


considering product-line pruning 


Some products are priced lowe 


in you'd like to see them, because 
ompetition.” If the return on 


ducts just isn’t attractive to 


] 
11 


vou, and vy know that vour costs 


d methods are geht, why not 


1 


them and let competition have 


inprofitable volume 


he step which should be 
‘very instance, 1s to 
luct audit’’ made. This 
ne by an objective, out 
ation. Your products 
your mayor products 
thorough and ob 
leading 


against 


nent and competitive 
ase of smalle1 
with the cus 
rements in mind, may 


ur explorations in_ this 


area by being tough with vourself. 


ko vou know really know who 


uses your product, and for what? 


This may sound like a silly question, 
Really, it isn’t. On the question of 
applications of a product, for ex- 
ample, companies often have very 
“set” minds. Everyone in the com- 
pany is trained to emphasize one 
application, to sell to one type of 
customer. Every “survey” may 
show those are your most important 
customers. 

But note this: The pattern you 
find, after years of that kind of 
ing, is the effect, not the cause 
a pattern you cut, by your promo- 
tional emphasis Go back to the fun- 
damentals, and determine whether 
or not you are making the fullest 
use of all recent developments in 
applications. Are you missing major 
new-volume opportunities, by keep 
ing vour thinking inflexible 

Often it’s helpful to call in an out- 
side consultant to develop a picture 
of current industry volume for you. 
It costs a littke money to take and 


develop such a picture ; but it’s usu- 


ally cheaper than “flying blind.” 
You probably have a notion that 
vour firm now controls x©% of your 


When vou find 


out how big vour tndustry’s volume 


industrv’s volume 


really is today, you may find your- 
self with a far smaller share. That's 
one indication that some competi- 
tors have found major new appli- 
cations or prospects that you've 
passed up. 

Have there been changes in the 
personnel influencing the buying de- 
cision on your product’ For ex 
ample, is the methods engineer now 
the key man’ Are you aiming pro- 
motion at today’s buying-influences, 
or are you using an out-of-date tar- 


get with several circles missing: 


Are sales force activities in line? 


you spot unprofitable 


1 , , 7 , 
the line, it s often heip- 
examine the basis tor 
sales expense to dit 


and lines. One ce 
2% of its sales for 
to a product, because 
product contributed 2% of 
ume \ field check disclose 
salesmen were spending n 
20% of their time selling th: 
uct! When true sales cost 
charged against it, the p 
“negative contribution” t 
was glaringly apparent 
\ thoroug!l 
torial set-up and assignments 


Continued on Page 15 
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n the 
go de- 
ex- 


now 


— 


Newsweek 


.. « OR YOUR SALE MAY VANISH! 


Look over once again your list of prospects . . . the men that 


your men can reach. It is a good list. The names are there 


and so are the titles. 


But no guide, no matter how good, can unerringly say which 


men at the top influence the sale. 


For these are ‘‘Mystery Men’’—these men of business who 
get things done—these men who hold the purse strings. 
Their influence wipes out static titles. Their say can save or 
scuttle any sale. How then can you be sure to reach them 


with what you have to say? 


You must go where you know their naturally active interest 
in the affairs of governments and men draws them. It is 
significant that NEWSWEEK’s roster is dominated by such as 
these—the largest number in business and industry of any 


newsweekly or general business publication but one. 


Wouldn’t it be just good business to take the same tip that 
so many of America’s blue chip advertisers have—reach these 
men who make the decisions—through NEWSWEEK? Our 


nearby representative will be glad to present further details. 


TO REACH THE MEN WHO MEAN BUSINESS 


a 
. «+ SELL. THE “TOP 700,000” first! 
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[CONTINUED FROM PaGE 35] 


Partners In Progress 


it is feasible to go in adopting the 


U. S. breakdown \s our own 
census authorities develop a modi 
fied plan suitable to Canadian con 
better 


guide for business paper use than 


ditions, it should prove a 


the complicated and exhaustive 
U.S. classification 

Progress is being made in this 
held and I am certain that co-opera 
tion between the industrial adve 
tisers and the business publishers 
will produce the results that are mu 
tually de ired 

| should like to throw out a warn 
ing, howevet against demands To! 
a multiplicity of breakdowns, on too 
detailed a bas hey cost money 


t com ile and 1f too many are de 


- , 
manded, the advertiser w ive to 
, ' ' ' 
pay the cost in higher rates What 
, 
\\ ¢ Val nna tive ipp ne 
Wu ne | ~ ind he circulation 
i i il ¢ ] le i aa | 
' , 
{ { “re _ i! | 
( ‘ I ( Tie i ( Isiny 















in the business press. It has grown 
in 10 years from around $2 millions 
to something over $5 millions in 
Canada. (Ul. S. business paper vol- 
ume has grown from $51 million 
in 1937 to $196 million in 1947. 
FE-ditor) 

But this is not as substantial a 
rate of growth as it may appear at 
first glance to be. 

In 1938 private capital investment 
in the dominion totaled $700 million. 
In 1947 it totalled about $2,000 mil- 
lions. The industrial, executive and 
ther business newspapers of Can 
ida influenced the investment of a 
large proportion of that $2,000 mil 
investment and at a 
as to be dithcult of 


reducing to percentage terms. 


lons of new 


| 


Ost 


so trifling 


I am confident that the volume of 
held 


will gain very largely in the next 


advertising in the industrial 


few vears, because advertising in 
the business press has a big job to 
do in stimulating and directing the 
effective expenditure of the vast 
vestments that are planned 
In recent vears there has been a 


quality 


and effectiveness of business new 
paper advertising. The improv: 
ment in the business papers then 
selves has helped this process alon; 

Sut the major factor has been t! 
rise in the professional standards o| 
industrial advertising managers at 
of advertising agency account e» 
ecutives and copy chiefs. 

Susiness paper advertising 
learning how to do its job and 
as a result, rendering a bigger 
turn to the companies that buy 
You cannot edit,a business pap« 
from a swivel chair; and you car 
not prepare good business paper a 
vertising without getting out in! 
the field to find out how the product 
is used and why. There is as mu 


1 


leg work as head work in both jo] 


Business advertising 


called 


This continent’s high 


papel 


been “mechanized selling 
standard 


living is tl 


e result of applying 
mechanization to production. Ne 
as we apply the mechanical tool 
better advertising to the job of di 
tribution, we can multiply the v: 

of every salesman’s time, and 


Continued on Page 112) 





NEAT ANSWER to a problem that plagues both ad departments 
and agencies is this letter-size file card developed by the Hedrich- 
Chicago. Such industrial advertisers as Crane and 
U. S. Gypsum had long complained of damage to or loss of file 


Blessing studio 


prints of industrial photos 


110 


Special file cards of heavy matte board 


5.3.6. FILE PRINT Ro. 


DO ROT REMOVE. 


CRNA A ae Oe ne 
end — 


A.C MELSEN CO. FILE PRINT Necro 





were imprinted with the names of each regular client and furnishe 
at cost of mounting and printing. 
references, caption data, and a record of prints ordered or use? 
in ads or publicity. Any industrial advertiser, agency or photo stucio 
can bring “order out of chaos” by printing a similar photo-file cord 





The design provides for cross 
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Eucgma 


OF THE 


The bright new babe in our offices threw the place into a 
complete dither the other day. Looking through a bank of 
files for a place to cache her lunch, she hauled out one 
bulging, brimful drawer after another. Then, all of a sud- 
den, her face brightened. The last drawer came out with 
that eerie, hollow chatter possessed only by an empty metal 
drawer. At that, the whole force pricked up its collective 


ear—and with good reason. 


That bank of files holds all the material assembled on the 
articles printed in INDUSTRY and POWER. It's cross in- 
dexed by title and subject—and there are something like 
two hundred headings for 1947 alone. Every drawer is 
crammed full—except that last one. It holds three dividers 
labeled X, Y, and Z, respectively. Otherwise it's empty— 
utterly empty. 


Enigma Emma, our Philo Vance fan, rechecked the whole 
file. Even under her most professional scrutiny, there 
emerged no reason for not keeping lunches in drawer X, Y, 
and Z. But her re-checking did bring out one fact pretty 
emphatically: 


Under those 200 headings for 1947, INDUSTRY and 
POWER touched upon pretty nearly every subject—even 
without X, Y, and Z—that could help plant engineers im- 
prove plant operating efficiency. Here are a few samples 
of the kind of article we're talking about: 


Good Motor Maintenance Promotes Efficiency (Feb.) 
Management Learns about Foremen (March) 
Water Must be "Conditioned" (March) 


INDUSTRY and POWER, St. Joseph, Michigan 


INDUSTRIAL MARKETING, May, 1948 


~~? ee 
m 
* 


we 
>t . 
is 








How to Solve Short Circuit Problems (Dec.) 

Fans, Blowers, Compressors for Gases and Vapors 
(March) 

Eight Steps in Locating Centrifugal Pump Troubles 
(Oct.) 

Standardization of Belting (Sept.) 

Three Point Survey of Material Handling (Aug.) 

Potentialities of Gas Turbine Power Plants (Dec.) 

Calculations of Blowing Soot With Air (Oct.) 

Monogram for Selecting Proper Wire Sizes (Oct.) 

The Thrill of Safety (Sept.) 

Six Methods for Controlling Corrosion Rates of Metal 
(Sept.) 

Lighting Maintenance Must be Systematized (Aug.) 


The men who read INDUSTRY and POWER are Plant 
Engineers and Executives—the men who specify industrial 
equipment and supplies. We have plenty of evidence that 
they use INDUSTRY and POWER as a working tool and a 
buying guide. Ask us for the complete story on why 
INDUSTRY and POWER is a must on your advertising 


schedule for industrial equipment and supplies. 





































A.B.C. or €.0.A.? 
Controlled or Net-Paid? 


Are these questions puzzling you? 


does circulation 


net-paid ABC 


prove a publication's readership ? 


.is there greater doubt of reader- 
ship of CCA-controlled circula- 


% 


tion papers: 
These, and many similar questions, 
are straight-forward 
fashion in this new booklet, “Facts of 
Industrial Publishing.” 


discussed in 


{sk jor this booklet 


. no charge 


4 


“The 
pdvertisive 
men Whe 
at te 





Seles 
pida’t We 
‘Ge Met Pelé 





\ RITTEN by a business paper publisher 


from more-than-25-years’ experience 


“on both sides of the fence” . the dis 


cussion “minces no words.” It 


penetrates 


to the facts most important to buyers of 


industrial advertising 

You may disagree . . . it may “rile” you 
but you won't lay it down until you 

have finished reading it 


Discussion covers such additional points as 


(a) what do “renewal %'s” really mean? 


(b) why must CCA papers pay far higher 
postal rates? (c) how do net-paid papers 


claim “non-paying” readers? 


Just off the available 


press to industrial 
adverti ers ind their agencies No charge, 
of course Just ask for “Facts of Indus 


trial Publ shing ‘ 


PUTMAN PUBLISHING COMPANY 
735 North Michigan Ave. 


Chicago II 
New York Cleveland Detroit 
Los Angeles Rochester Dallas 
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time (left) but glows at night (right). 
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Partners In Progress 


lower the unit costs of sale. 
That 
ness paper advertising. 
McGraw-Hill 
the five steps in selling: 
1. Making contact with all the 
men who directly or indi- 
rectly control the purchase 


of your product. 


every 
is the chief function of busi- 


Recently outlined 


2. Arousing interest in your 
product. 
3. Creating a preference for 


your product. 

4. Making a specific proposal 
that applies your product to 
the prospect’s problem. 

5. Closing the order. 

Business paper advertising cannot, 
except in certain specialized cases, 
perform all five of these functions 

Its job is clearly defined. It is the 

best, quickest and cheapest way to 
accomplish the first three steps. The 
fourth and fifth steps are the func 
Salesmen are 


tion ot the salesman 


expensive. \When your advertising 
is doing its job well, vour salesmen 
can concentrate on steps t and 5, 
permitting them to make the max} 
mum and most effective use of thei 


Your 


in business paper advertising serves 


productive time investment 


the same purpose as your investment 


in new and more efficient machin 


ery: to multiply the productivity of 


vour employes 


\ new machine tool will m« 
than pay for itself by reducing yo 
production costs. Jusiness pay 


advertising, if well executed, 
more than pay for itself by reduci: 
your sales costs. 

How costly is this job of mech: 
ized selling through business pap 
advertising’ It is less costly thar 
used to be for two reasons: 


(a) the higher readership tl 
improved editorial servi 
has given to the busine 
press ; 


(b) the more effective type of a 
vertising copy now used 

many firms; down-to-ear 
copy, based upon sound fie 
and 


maximum of helpful infor 


research carrying 1 


ation to the business man 


Business paper advertising rates 


along with those of other medi 


have increased in recent years 
are going to go higher. 
the 


production 


In part, increase is due 


costs 


highet 





























Taking 


1940 as a base here is the percentage 


of increase in the production cost 
in one large publishing company 


Paper ....up 76% 
Press Room.......up 93% 
Bindery ... ..up 108% 
Composition .up 110% 
Mailing .... ...up 140% 


Generally speaking, you may take 
it that the cost of editing and deli 
ering a copy of a business pape 


(Continued on Page 116) 











CLEVER USE of black light with New Jersey Zinc Company's fluorescent paint, create on 


unusual day and night sign for a Long Island funeral director. Sign appears ordinary in cay 
Ultra-violet light source can be seen on ground 
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“Thomas Register” Extends 
Its Service 

“Thomas’ Register,”” New York, has set 
up an equipment news division to edit 
and publish a new monthly publication, 
Industrial Equipment News, described 
as ‘an informative service for plant 
operating men and others interested in 
new and improved equipment parts and 
materials.’ 

Manufacturers of industrial products 
are invited to submit, without cost, de- 
scriptions of their new developments, 
publication of which constitutes the 
basic editorial purpose of Industrial 
Equipment News. ‘Thomas’ Register’s” 
master list of leading American manu- 
facturers will be the basis of its distri- 
bution 

W. E. Irish, formerly with American 
Machinist and Product Engineering and 
with fifteen years of manufacturing plant 


PLIELPEL LOL EPPO LL LOL OEE O LOL LOR. 


STARTING ITS SIXTEENTH YEAR 


OF PRODUCT NEWS AND INFORMATION SERVICE TO ALL INDUSTRIES 





MAY, 1933 





The news story reproduced at the left appeared in the 
May 4th, 1933 issue of Printers’ Ink and outlined the start 
of what was then a radically new idea in industrial publish- 
ing service. A publication with its editoridl service devoted 
entirely to product news and information. And .. . to lower 
the cost of widened advertising to all industries, a publica- 
tion in tabloid newspaper format to give maximum display 
and effectiveness to factual product advertisements in one- 
ninth page units of space. 








experience is editor, 

F. Morse Smith is manager of Indus- 
trial Equipment News. having spent the 
last ten years with Factory Magazine 
both with the A. W. Shaw Company and 
later, with the MeGraw-Hill Publishing 
Company 
Offices are at 161 Eighth Ave., New York. 
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Today... with sincere 


thanks to early and continuous acceptance by industrial readers 
. Industrial Equipment News continues to 


one hundred and sixty-nine issues later. . . 


and advertisers alike . . 
outstandingly lead all publications directed to operating, engi- 
neering and production men in the larger plants in all industries 

in terms of the completeness of its product news and 
information service and of the number of advertisers using it 
to stimulate the sale of their products in the general industrial 





market. 











Only $95 to $102 a month to place advertising for your product before specifiers and buyers in 
the larger plants in all industries, when and where they are looking for their current requirements. 


DETAILS? Ask For "THE IEN PLAN" 


INDUSTRIAL EQUIPMENT NEWS 


INDUSTRY'S ORIGINAL MONTHLY PRODUCT INFORMATION SERVICE 








Fr scoe7e THOMAS PUBLISHING COMPANY 
CEA 


Boston - Chicago - Cleveland - Detroit 


461 EIGHTH AVE., NEW YORK 1, N. Y. 
Los Angeles - Philadelphia - Pittsburgh CCA! 


FOUNDED 193) 
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IMPORTANT 


FNNOUNCEMENT 


AIRPORTS 


S @ 


\ “ 


AIRPORTS 


ond AIR CARRIERS 


wetein riea 


4 EXPANDS J 


Starting with the April Issue, AIR- 
PORTS will have a new name — 
AIRPORTS and AIR CARRIERS 

-and will carry additional edi- 
torial material of a specialized 
KNOW-HOW, HOW-TO-DO-IT 
nature for the airlines and air car- 
riers — both scheduled and non- 
scheduled. While this new editorial 
coverage will include all depart- 
ments and divisions of the airlines, 
it will be especially slanted for the 
top management of engineering, 
operations, sales, materials, com- 
munications, flight, passenger and 
corgo handling and maintenance. 


AIRPORTS and AIR CARRIERS 
will continue to carry the practical, 
specialized editorial material as it 
has done in the past, for Airport 
Managers, Aircraft Service (Fixed 
Base) Operators, Airport Consult- 
ing Engineers, Designers and Archi- 
tects. As in the post, it will be of 
assistance to City, 
and Municipal En- 


interest and 
Government 
gineers and Officials, covering all 
phases of Airport Construction, 
Operation and Management and 


Fixed Base Operations 


AIRPORTS 
and AIR CARRIERS 


| A HAIRE SPECIALIZED PUBLICATION 


1170 BROADWAY, NEW YORK | 
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Ad Volume Tabulation 


Pages 
Trade Group 14s 1947 


Lingerie Merchandising i Sh 
Liquor Store & Dispenser 26 9 
Mill Supplies 

Motor 


Hardy 
Sporting Goods 
Sports Age 
Super Market 
Merchandising 
Svndicate Store 


d 
1. 

Pages 
Class Group 1948 1947 


ertising Age 
Oo x14) 
erican 


Pages 
Class Group 1948 19t7 


Scholastic Coach 3 
School Executive—Schoo! 
Equipment News 
School Management 
(9%x11%) 


What's New in Home 
Economics 


Total 2,32 2 


Pages 
Export Group 1948 O47 
American Automobile 
(overseas edition) 
American Exporter 
(two editions) 
Automovil Americano 


Caminos vy Calles 


kil Embotellador 
(quarterty) 

Farmaceutico 

editions) 


Hacienda (two 


Hospital 


Ingenieria Internacional 
Construccion 
Ingenieria Internacional 
Industria 
MeGraw-Hill Digest 
Petroleo Interamericano 
Pharmacy Internationa! 


Revista Aerea 
Latinoamericana 

Revista Rotaria 

Spanish Oral Hygiene 
1-5/16x7-3/16 


Sincludes a special issue 

*Includes classified advertising 
Estimated 

Last issue estimated 

+Last two issues estimated 

Last three issues estimated 

®Two issues 

Three issues 

Five issues 

fAs of July, 1947, Oil Weekly lb: 
World Oil. 

Pharmacy International published 
first edition in June, 1947 

#1947 figures cover both Aviation 
Aviation News, which were in« 
rated into Aviation Week as of 

7, 1847. April 1948 figure include Air 
Transport which was incorpor l 
into Aviation Week as of Apr 
‘Operating Engineer published 
regular issue January, 1948 

Allo not include advertising 

cial Western section 
As of Jan. 1, 1948, Hide & Leather & 
Shees became Leather & Shoes. 

@Reginning January 1948 Practical 
Builder chang: i pe page t 


inches Th l figure 1 


Water Works 

a montl 
ed on two 

Co ctio 1948 fig 
Sheet Metal Worker should 
SSA instead oft at 

NOTE: The above 

juoted r reprodue 


silo 





New Technique Used In Bulletin Board 


atching employe bulletin 
was installed by the 
Phila 


lis ot the theatet 


mpanyv, 


tvpe teaturing movable 


“1 on metal rods 


irquee 


fetvy messages and information 
lanagement-employe relations 
rams will be used as copy for 

mn Chis is believed to be the 

first application of this tvpe of bul 


letin board in an industrial plant. 


lhe letters of the sign are 411 


high and of the slotted typ 


tached to horizontal rods 


messages can be arranged w 
the use of tools. 

Other features of the sign 1 
a glass face which permits lig 
from the rear, making an eft: 
night sign. The sign and letters 
Wagner 


by (Gt 


manufactured by 
Service and installed 


Outdoor Advertising Compa 
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— A Conover-Mast 
Publication 


POWER SAVING PRODUCTS 


ALL TYPES OF GEARS AND GEAR REDUCERS 
RACKS AND FLEXIBLE COUPLINGS 
te re 





y 


AND POWER 
TRANSMISSION 
MACHINERY 


wOrs LINK .BELT COMPANY 


R MANUFACTURING CO 
, < as 


A CONOVER. MAST PUBLICATION 


“A constant and substantial flow of in- 
quiries—and from the leading manu- 
facturers in the United States.” 

That’s the story present advertisers 
of PLANT PURCHASING DIRECTORY are 
telling. 

Just imagine! With over 1500 adver- 
tisers better than 90° renew their ad- 
vertising contracts every year—and 
they dosofor only onereason. RESULTs. 

In fact, there’s only one reason for 
using a “‘buyers’’ directory —and that’s 
to produce inquiries. PLANT PURCHAS- 
ING DIRECTORY advertisers are getting 
a nice volume—and you too can bene- 
fit in the same way by using sufficient 


wwlVYlwwrWOvVYY YS SN 



















..« CON WAG 200 
Advertising Medium ° 





advertising space to properly display 
your products. 

PLANT PURCHASING DIRECTORY cov- 
ers the companies in this country who 
do over 80° of all business done—plus 
3500 buyers of equipment and mate- 
rials for public utilities, steamship com- 
panies, mines and government units, 
including 500 copies to American Con- 
sulates all over the world. 

Ask us to show you the overwhelm- 
ing evidence proving the ‘‘PULLING 
Power’’ of PLANT PURCHASING DIREc- 
TORY. One of our representatives will 
gladly give you all particulars. 


PLANT PURCHASING DIRECTORY 





333 N. Michigan Ave., Chicago I, lll. * 205 E. 42nd Street, New York 17,N. Y. © Leader Bidg., 
Cleveland 14, Ohio * 5478 Wilshire Blvd., Los Angeles 36, Calif. * 6432 Cass Ave., Detroit 2, 
Mich. * Paul Revere House, Bridgewater, Mass. * 333 Kent Rd., Bala-Cynwyd (Philadelphia), Pa. 
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In Mexico, Cuba, 
Central and 
South America 


nearly every textile 

manufacturer reads 
TEXTILES 
Panamericanos 


Just look how “mill-town” has grown! 
Today, textiles are Latin-America's 
largest processing industry. When you 
have sold the textile mills you've sold 
the largest part of Latin-American 
industry. 


Export-wise sales and advertising man- 
agers who have a product used in any 
way for textiles, sell the textile indus- 
tries first _ then ao after the scat- 


tered, smaller Justrial eces. 


In more than one country, textile op- 
erations are greater than ALL other 
processing activities combined. 

Latin Amer = aS | > mil} 


lion's share of: 


buy the 


INDIVIDUAL DRIVE MOTORS 
PUMPS, COMPRESSORS, VALVES 
STEAM TRAPS, LUBRICANTS 
VARIABLE SPEED CONTROLS 
HUMIDIFICATION AND MATERIALS 
HANDLING EQUIPMENT 


that are sold for export. 

This magnificent market can be inten 
sively covered with one, one only, 
business journal published in Spanish 
(including hundreds of paid subscrip- 
tions in Brazil) exclusively for Latin 
America's textile manufacturers 


For full 4etails and surprisingly 
low rates, write 


PANAMERICAN 
PUBLISHING CO., INC. 


570 Seventh Avenue, New York 18, N. Y. 
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magazine to the reader has doubled 
since before the war. 

Che rapid ascent of publishing 
costs has created very serious pre »b 
lems for the publishers, and it is 
leading to a basic change in one im 
portant phase of publisher-advei 
tiser relations 

I:verything that a publisher buys, 
and that enters into his costs of 
publishing, is subject to price 
changes on short notice. 

If he buys a press, there is an 
escalator clause in the contract and 
the press, when delivered, may cost 
him 10% to 25% 


exper ted 


more than he 


If there is a change in pulp prices 
or in paper mill wages, his papet 
price goes up. There have been six 
increases im paper prices in less than 
two vears and in no case did the 
publisher have more than two weeks’ 


notice. His engraving costs go up 


His salary and wage levels are mi 
ing up as in every other busin 
and industry. To-day his rent 
subject to increase. 

In the past, the general pract 
in publishing has been to give 
advertiser 12 months’ protection 
rates. In the business paper hel 
has usually been more than 1 
because rate cards are usually iss 
some weeks before they become 
fective and contracts expiring 
that period may often be rene 
for a full year atl the old rate 
the magazine field, where flat rat: 
as distinct from frequency rates, 
in effect, pressure from adverti 
has often led publishers to gi 
protection to existing advertis 
for periods up to 12 months 

These advertisers do not pul 
in their own business the pri 
policies they ask of publicati 
If they are faced with an incré 
in the price of steel, cotton or 
ber, or a wage increase, they adju 


(Continued on Page 146) 


FOR WHAT IT’S WORTH 











BY BCYCE CRAIG 





been calling 


these 


‘news’ for lo 


me, ‘bh VT we've 


many 


vears, said former newspaper 


man (now established ad man 
iver), “industrial advertising men 

getting around now to calling 
‘tell all copy lor seven years I’ve 
been writing ad copy for my com 
panv, and I| tackle each ad as 
though it was a big news story 


head- 


facts I know, ort 


give my readers a newsy 

line and all the 
think they want to know 

“Result?” I asked 

ood enough for us not to 

he said. “But we're not 

Bet you never stopped 

note how many industrial ads 

iv being written can be classi 


\ds today, 


pretty good!” 


as ‘news.’ mister, 


He picked up a magazine. “Got 


few minutes to spare?” he said. 


\nd starting in on page one, he 
y 
through the publication 


hundred = full 


went 
(Over a page ads 
uld be 


well as 53 fractional pages. 


“news,” as 
That 
was more than in all other classi 


( lassifi d as 


fications combined 
“Still got time?” he asked. And 


he started in on another publica 


tion. In it were 57 pages of “ne 
39 other classificati 
and 49 “news” 


tvpe ads; 
fractional pages 
against 38 other appeals 

\ third 


“news” 


publication had 

pages; 42 other classit 
tions: 61 “news” 
and 29 “other.” 


“News and. tell-all 


see,” he said, “go hand in | 


fractional p 
copy, 


Che headline is there telling w! 


your story is about, and 


copy gives the details—in det 
“A grand teacher for ad 
ers,” he went on, “is this jour 
ism book on my desk authore: 
Hyde, University of Wisco! 
Listen to what he writes 
reporting, and see if it isn'ta 
measure for writing indus! 
ads: ‘Journalistic writing 
never shoddy; the real jour 
shows taste, dignity, and 
manners. But always, the 
journalist is modern in di 
concise, and easy to read.’ ” 
Since I haven't a secretat 
remind me, [ll write a note t 
self not to forget to get that 
in detail. Its 
are highly 


and read it 


ments on “news” 


esting for advertising write! 
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Here is the 


“TIME” 


of the chemical process field 


















in the Chemical 


sure, we only printed 3,107,400 
copies last year —and that is only 


equal roughly to one week's run on the 


Process Industry 
study C&EN reg- 


ularly. More than 






mammoth newsweeklies. 





75% read some of 






every issue. And 





but 64,000 subscribers... 


subscribers who are deeply immersed in 





the study shows 





readership of 6.1 






per copy among 





the single-interest idea of making a living 
the functions re- 





by making chemical processes and opera- 








porting. 





tions work out in laboratory, plant, or 
across the desk, read CHEMICAL AND 
ENGINEERING NEWS every week. 


















they can't ignore it... 
and in fact, they call it a “*“must”™ if you're selling to the 


CHEMICAL AND ENGINEERING NEWS Chemical Process Industries .. . 


brings the latest news to subscribers every 






it will pay you (well) to investigate the 






Monday morning. Result: 64,000 subserib- 





magazine with the highest readership and 








re classify — wat . met ay en. oe the largest circulation the magazine that 
they cannot afford to ignore. iat attitude <upplies the news CHEMICAL AND 
has given C&EN the largest circulation in ENGINEERING NEWS 





the Chemical Process Industries. 










75% read some 
of every issue 








\ reader survey (made without regard to fer mere fects on our recent survey. 
any subscription list and conducted among contact a Reinhold representative. He'll 
top-level engineering, production and_re- be glad to furnish you with added details 
search personnel). revealed that readers on this unbiased studv. 









eee AND ENGINEERING NEWS 






A Publication by: 

Ten£ Rome RAC A OE . CHEM TC OAL oo © 2 €: Bay 

Advertising Managed by: 

tt Wn 0.4 2: PERL ESRANE CORP OR ATOR | 
L NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + SAN FRANCISCO + LOS ANGELES + SEATTLE 
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W henever 


TOP EXECUTIVES 


Confer... 









— the Industry-wide News-Magazine is in the Picture. 


W. may as well face it grimly— forgotten how to sell—and SELL 
our seven-year-long sellers’ market FAST! 


honeymoon, so the experts say, is Reaching every worth-while milk 
about over. Major readjustments plant in the good old U. S. A., 
at home and abroad, we are told, THE AMERICAN MILK REVIEW 
are likely soon, will get your sales story across to 
all of them at once —and 
QUICKLY. About half the cost 
per thousand page contacts of 
the next best magazine, and your 
ing its head, we shouldn't be es- selling plans sure will get FULL 
pecially concerned, unless we have SPEED AHEAD in THE REVIEW. 


But even with the specter of what 
promises to be a particularly 
tough buyers’ market again rear- 


Accelerate your sales drive with The REVIEW — investigate, and 


you will invest. 








MEMBER 





=) AMERICAN 









































URNER-BARRY COMPANY, 175 Chambers St., New York 7, N. Y. 


Quality Trade Publishers Since 1858 
Midwestern Representative ee le Le ee 


GUY W. WHITCOMB, 520 N. Michigan Ave., Chicago 11 FRED WRIGHT CO., 411 North 10th St., St. Louis | 
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Double Barreled Campaign 


and Dun’s Review. Use of these fi 
nancial papers permits a frequen 
cy and flexibility that 1s important 
when introducing new products 
when “timely” copy ts to be run 

The J. B. Ford campaign called 
for, first, a series of ads in 7in 
magazine. The schedule is for 1. 
insertions, one every four weeks 
These Time ads are designed fo 
over-all coverage of the nation’ 
business men. And the ads tell then 
about the company’s specialize 
cleaning products and_ technica 
serv’ ces. 

This is the backbone of the Ford 
Division campaign. One of the first 
of this black and white series 
reproduced on this page. 





Viewed collectively, the colo 


black and white campaign 
pearing in 7ime magazine doe 
much for the company’s pul 
relations program. At the sai 
time, the facts for the two sper 
audiences are covered in the coy 
for each of the campaigns 
Wvandotte’s national magaz 
ads provide al solid backing 
specialized industrial advertisn 
|. B. Ford division regularly u 


\1 


51 business publications; \! 
igan Alkali advertises in 26 
Industrial advertising sti 
closely to products and servic 
with copy aimed at the particu! 
market the publication represent 
Because there are so many differ 
markets to be reached, a numbet 
(Continued on Page 124) 











RUSSELL T. 


INDUSTRY 
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Full Service 
for the Small Industrial 
Account 


The development of small industrial accounts has been a 
large part of our business. We learned at an early age that 
giving attention to small businesses expanded them to large 
businesses and some of our largest accounts were once 
little ones. 


The small account can come to Russell T. Gray, Inc., and 
find the fully rounded-out service that only an organization 
can give—A complete type of service not possible for the 
“one man’”’ type of agency to equal. Here individual spe- 
cialization — expert ability on each branch of advertising 
service and production —assures better quality and better 
service. The small account will find that our method of 
operation assures full attention without fear of being over- 
shadowed by larger clients. 


The executive of the small account will be dealing with 
men technically trained in the industrial field, men who 
understand his market and his product, materially reducing 
the amount of time he has to give to his advertising. 


Here is real help for the small business — proved help that 
can come only from 30 years of experience in industrial 
selling — 


— and remember it costs no more to deal with Russell T. 
Gray, Inc., than with any other advertising agency. 





0 yo t\ LOG 


eal Clventtoing 





4 
205 WEST WACKER DRIVE +« CHICAGO 6 


TELEPHONE CENTRAL 7750 
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‘*.,..the most interesting, 
informative, challeng- 
ing and refreshing 
brochure I’ve read in 
over 10 years!”’ 


That's what a 
nationally known 
executive writes us 
about 


“The 
Story of 
Western 
Industry” 


YOU MAY FIND IT 
HELPFUL TOO! 


Twenty pages of illustrations 
and data that answer such 
questions as: 


Just where is the West? How 
long will the industrial “boom” 
last? What's happened since the 
War? What about Westward 
Migration? Population Growth? 
The West’s Natural Resources? 
Why is the West depression- 
proof? How does the West com- 
pare with other industrial areas 
in terms of per capita income, 
population gains, construction 


volume, buying power? 


WRITE US TODAY 
IF YOU’DLIKEA 
A FREE COPY! 


WESTERN 
INDUSTR 


» King Publication 


+ 


e 


MARKET STREET 
rancisc Califor 
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Ads Sell Service 
ules” or “failure to cooperate up 
above” will suffice. 

These basic ideas are presented 
to the copywriter in an attempt to 
clarity the relationship between 
himself and the service engineer: 

1. The increasing complexity of 
industrial technology calls for the 
selection of men of proper back- 
ground and intensive, specialized 
training, before such men can begin 
to talk intelligently about the prod 
ucts or services they are selling. 

2. Thesaverage technical execu- 
tive in industry knows more about 
his own operations than the service 
representative calling on him, al- 
though conversely, the representa- 
tive may know more about his own 
product or service than does the 
engineer he is calling on. 
industry, is too 
very 


3. Service in 
much taken for granted. 
body otters it, claims to practice 
it, pays proper homage to it. Net 
result is that service is usually a 
When writ 


ser\ ice. ret 


hazy, ill-formed idea. 
ing about specific. 
What, when, where, how .. . as 
much detail as possible. The prob- 
lem is to impress customers convinc- 
ingly that the service rendered is 
more than just an arm of the sales 
department. 





4+. Clanging the bell on the wor 
free in connection with the servic 
engineer’s activities is naive. | 
most cases, the on-the-job study an 
tough problem-solving is selling pe 
se. Not many droplets of perspir: 
tion develop until a sale is in tl 
wind; then equipment, material . 
process must be installed and int 
grated. The reader of industri: 
papers knows this from experienc: 

5. Stop portraying the S.E. 
an eager-beaver running around 
a white heat of anxiety, ready 
serve anybody who is perplexed « 
can't sleep at night. 
renders are part of a well-organized 
merchandising 


“he services hx 


sales - engineering 
system and his function is integral, 
not something extra that the board 
of directors decided to offer custon 

ers because they were feeling good 

6. We know you can’t say it but 
perhaps there may be a way of 1 
timating it: there are some problems 
the service representative just can’t 
solve. 

The advertising manager or agen 
cy should allocate time and person 
nel to discover the what, when and 
how of the “service” being pel 
formed. As for management, 1 
dustry-wide prestige and consistent 
sales are the result of the right 
kind of training program for ser\ 
ice representatives who have, first, 
been carefully selected. 
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The Telephone Helps Mechanize Field Sales 


in Steel City for a couple of days 
to demonstrate our new gage meas 
uring instrument. I plan to be in the 
vicinity of your plant tomorrow. 
Mav I have just a few moments of 
vour time to show you this new de 
velopment : 

“It may be just the instrument 
vou ve been looking for to maintain 
omplete control over your measure 
ments and shop gages. The demon 
stration will take very little time 
ind since a number of other plants 
in vour neighborhood have invited 
me to visit them, 1t would be easy 
to stop in to see you at the same 
time. When would be the most con 
venient time to see vou?” 

If the shop executive isn’t partic 
ularly interested you don't push the 
attempt to obtain an interview too 
far, for the simple reason that your 
time is limited to a week, and natur 


ally you want to see the best pros 
pects. But you will find a definite 
number who will be very much 
terested. Those are the ones to cor 
centrate on and that’s where yor 
percentage of results will show wy 
When you get to this point, it's 
matter of “Selling by Demonst 
tion” which we covered in INp! 
rRIAL MARKETING, Dec. 1947 

Telephone selling can become 
regular part of every sales progra 
One mill supply house, handling 
variety of tools and accessories, 1 
lows up all inquiries which its p1 
cipals receive and forward, by 
immediate telephone call offering to 
ship the article on a_ ten-day-trial 
basis. 

The telephone may also be us 
with profit by the small jobbing 
cern such as the shop that spe 

Continued on Page 122) 
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CHICAGO PI PNEUMATIC 100, Co 

|} ERE are views of Chicago Pneumatic Tool Com- = Pp ee ’ 

“ pany s exhibit as it appeared in four shows... : 

o- shining examples of the meaning of “plus value” as 

Ta applied to exhibits. 

= In addition to performing the important tasks 
expected of all successful exhibits. this one was 

“4 planned for flexibility . . . designed so it could be 

b used in many shows embracing a variety of indus- 

u tries. 

-™ wn . . . r 

“i The pictures graphically illustrate the result - National Railway ice Association 
thorough planning and flexible design. The exhibit, 

ie in each instance, tells a completely different sales 

- story as well as giving the appearance of having been 

1 built especially for the particular show in which it 

— is used. 

€ 1 

. \ new copy slant and changes of equipment, to 

as apply to the show audience, is accomplished with 

. ease. Seating arrangements and showcases may also 

5" be varied and re-arranged to meet existing condi- 

' tions 

irs 





Basically, it is the same exhibit but expert pre- 
planning and careful study of Chicago Pneumatic’s 
— overall show program, enabled the designer to come 
up with this adaptable setting. It affords the client 
the opportunity to exhibit in more shows at an ever 
decreasing “per appearance’ cost. 


Workable ideas in answer to the exhibitor’s 


ros problem come from “know-how” and experience. 
nite These elements, garnished with a deft touch of 
SHOWMANSHIP. applied by the originators of 
ol INDUSTRIAL SHOWMANSHIP, give “plus value” 
o1 to these workable ideas. 
Consult Gardner Displays for your next exhibit 
pr ram. 








Railway Supply Manufacturers Association 





Designers and Builders 








477 MELWOOD STREET, PITTSBURGH 13, PA., MAyflower 9443 


516 Fifth Ave., New York 18, N. Y.—Vanderbilt 6-2621 185 N. Wabash Ave., Chicago 1, Ill.— Andover 2776 
810 Book Tower Bidg., Detroit 26, Mich.—Randolph 3557 
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Want to sell 


AUTOMOTIVE 
PARTS or | 
ACCESSORIES 








Then America’s tremendous 
pleasure boating market offers 


| an outstanding opportunity. 

Nowhere will you find a 
group of individuals who buy 
more readily than the pleas- 
| ure boat owners of America. 





























—— 
| 


And, of course, cover this 
market through the foremost 
field 


Circulation is 


medium in the 
“Yachting” 


double prewar. 








YACHTING PUBLISHING CORPORATION 
205 E. 42nd Street « New York 17, N.Y. 
Tel. MUrray Hill 9-0715 
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Sell by Telephone 


izes in sub-contracting. During 
slack periods and even when his ma- 
chines are all occupied, the propri 
etor can use the telephone to keep 
his name constantly before the lar- 
ger plants in his territory, and to 
keep them 
work he can perform, such as tell 


advised of the type of 


ing them that in three weeks he will 
have open time on screw machines, 
turret lathes or millers. He can use 
the telephone to tell his principals 
of the acquisition of new machines 
that will broaden the company’s 
services, such as the installation of a 
lig grinder, or a Swiss type auto 
matic for extremely fin~> work. 

whether it 
| 


long 


You may question 


pays to make “cold, turkey” 
distance calls in selling. I have 
traveled thousands of miles from 
Maine to Texas selling by telephone, 
ind I can tell you definitely that it 
does. Despite the fact that long 
distance calls are fairly common 
place today, there is a certain ps\ 
chology, a definite attention-getting 
value in the operator’s announce 
ment, “long distance calling.” 

The prospect, of whom you have 
thought enough to make a 50 mile 
long distance call, will almost in 
variably answer graciously and 
show interest. He will listen close 
lv and carefully to your proposal 
ind if you have baited your hook 
properly and know how to keep on 
‘losing, keep on offering good sales 
arguments one after the other, and 
to turn his objections into argu 
ments for buying, you have every 
chance of landing the order. 

The experienced telephone pr 
motion man will find opportunities 
in any business for using the tele 
phone to aid the sales program. 
And local telephone executives are 
eager to cooperate in formulating a 
plan that will increase the use of 
the telephone. 

If your salesmen travel far and 
wide and have hundreds of pros 
pects in each area, territory or city, 
which they want to reach by tele- 
phone, you may obtain credit cards 
through the telephone 
which will be honored all over the 
telephone 


company 
country The various 
branches usually have customers’ 
rooms, small private offices with 
desks and all the comforts of the 


home office, which the salesme: 
may use upon presentation of thei 
credit cards. 

To sell successfully by telephone 
you must have a plan. You simp! 
cannot afford to use hit or mis 
methods. Your initial greeting 
most effective. That will immediate 
ly secure your prospect's atte! 
tion. if correct If not, you ma 
never fully recover his complet 
interest. Do some research befor 
calling your prospect. Find out 
something about him and his fir 
lry to strike 
portant to him. You may be intro- 


a chord that is 11 


ducing him to a newly develope 
product, or to an improvement o1 
an old one 

“(;ood morning, Mr. Brown, this 
is Robers of the Evans Milling 
We've just 


brought out a new type of microm 


Supply Company. 


eter expanding milling spacer, a 
tool that will speed up vour milling 
set-ups, eliminate guess work. Do 
vou do any gang or straddle milling, 
mount two or more cutters on an 
irbor?” 
“Why ves, 
like that.” 
“Then you'll be very much inter 
ested in our new milling spacers. 


we often have jobs 


They're precision made, hardened 
and ground with micrometer read- 
ing to half a thousandth of an inch. 
You can eliminate shims and wash- 
ers and really get a precision mill- 
ing set up. They’re made to fit all 
standard arbors. Would you like to 
see ‘how they work?” 

“Sounds interesting. Maybe you 
could arrange to demonstrate them 
ut this way some time.” 

“Glad to bring samples at any 
time. How about tomorrow at 10?” 

The next two or three men may 
show no interest whatever. But the 
salesman continues making calls un- 
til he has lined up six or eight 1n- 
dividuals for the next day, men 
who have definitely stated that they 
are interested in the new microm- 
eter expanding milling spacer. \ ou 
can readily see how much greate 
are the salesman’s chances of ¢!0os- 
ing a sale with hand-picked pros- 
pects like this, than they would be 
if he had simply made personal calls 
without the preliminary telephone 
warm-up. 


Review your own sales prom: 
program and you'll find the piace 


where telephone selling can be fil'e 
in to produce results. 
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Year in and year out 
more people pay more 
to read [he lron Age 
than any other 
metalworking 


publication 


Advertisers recognize 

this vital evidence of reader 
interest by using more pages in 

The Iron Age than any other 
magazine in the world . . . including 
all general as well as trade papers. 


@ A Chilton © Publication @ 


100 EAST 42ND ST., NEW YORK 17, N. Y: 
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By Every Means At Your Command 
Investigate The New Industrial 


OPPORTUNITIES 


In The Lower Mississippi Valley 


The industrial transformation that has 
been, and is, taking place throughout this 
area, offers the construction machinery 
and materials manufacturer a prime op- 
portunity for selling his wares . . . and 
CONSTRUCTION NEWS MONTHLY 
furnishes the most direct, economical 
means for reaching the contractor and 
public official, as well as the engineer and 
architect, who are the advance guard for 


these industrial changes. 


MAKE PLANS NOW TO CONCENTRATE YOUR SELLING 
EFFORT IN THIS INDUSTRIAL OPPORTUNITY LAND. 


— IN OUR FIFTEENTH YEAR — 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION acriviTies | | {0 
In Okiahoma, Missouri, Arkansas ~ 


Tennessee, Mississippi and Louisiana 


LITTLE ROCK, 














ARKANSAS 

































For Basic Information On Industrial and Trade 
Markets—and the Publications Which Serve Them 


see the 556 pages of data covering 86 primary 
markets—specifications, rates and circulations of the 
2,100 business papers serving U. S. and Canadian 
industry—and the factual presentations of over 200 


leading publishing organizations in your 1948 


THE INDUSTRIAL MARKET DATA BOOK 
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| Double Barreled Campaigr 


advertising campaigns are carri 
on at once. 

All the ads keep up a family r 
semblance in layout and headlin: 
Copy changes with the audience. | 
the color ads, copy is institutional 
in nature. But one column, in thes 
layouts, is repeated in both color 
layouts and in the black and white 
reproductions of the ads. This col- 
umn tells of Wyandotte’s products, 
acting as a supplement to gen 
eralized copy. 

The institutional theme in these 
ads tells the story of Wyandotte’s 
ownership of basic raw materials 
and points out the company’s strate 
gic location at the hub of the Great 
Lakes waterways system. Oil paint 
ings for the color ads interpret such 
subjects as a blasting operation at 
Wyandotte’s limestone quarries at 
Alpena, Michigan (see cover pi 
ture.) Other paintings show Wyan- 
dotte’s salt resources, the com 
pany’s own coal mines at Curtis 
ville, Penn., and their lakes trans 
portation system. 

Direct product copy takes prece 
dence in J. B. Ford Division’s ads 
which are primarily to sell the com 
pany’s product and services. But 
these ads also built Wyandotte’s 
reputation and recognition as a lead 
er in the field of industrial chem 
cals. 

The text points out applications 
of cleaning products for every type 
of operation and is aimed at laun- 
dries, hotels, restaurants, dairies, 
metal cleaners, railroads. Illustra 
tions emphasize striking human in 
terest photographs or artwork and 
curlosity-arousing headlines. 

Wyandotte tries not only to sell 
its prospective customers through 
such ads, but to actively mercl 
dise the campaigns. The oil paint 
ings are reproduced and distributed 
to the 
sales organization, consumers 


company’s employes, the 
prospect, the public and general 
commercial organization. 

When this fourth aspect is added 
to W vandotte’s charted courst 
toward sales and company prestige 
it is apparent that through skillful 
planning the company is getting the 
maximum return for the amount of 
money and effort that is put int 


advertising campaign. 
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Does Your Advertising Result 


in Sales? 


















































HEN planning an advertising budget, 

management needs facts—concrete evi- 
dence that advertising has resulted in sales. These 
facts should be accurate and timely, and pre- 
sented in concise, usable form. 

The punched card principle utilized by IBM 
Accounting Machines permits the compilation of 
idvertising and sales facts into the comparisons 
most valuable to your company. Analyses by 
sroducts, by advertising media, by trading areas, 
by state, county, and any other subdivisions, and 
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COMMODITY ADVERTISING EXPENSE 
TRADING AREA 
——EE : 
COmmoOodityr ADVERTISING EXPENSE rota | 
ii ae aD veEnsa | snags 
+ > 
1 | .03 BEAUTY SOAP 24500 | 24500 | 4637150 
2 | 236100 236'00 | 6859/00 
3 | 24700 247'00 | 547 9!'0 
‘ z2ss'so ‘ 25350 | 869600 
| 24865 ' 24665 4490/00 
243,75 243,75 $234/00 
25080 - ' 250860 6789,00 
245090 ’ 245100 $58 75,00 
3375'S 375/50 9754/00 
| 275500 2755'00 ; 
| 234520 275500 S100z20¢) S7S12)500 
| | | | 
5 SHA NG s . | i 7 
5 ] 
> | ADVERTISING EXPENSE AND SALES 
| BY INDUSTRY 
' T 
inousTey eS CURRENT MONTH a vyeae tO oartTe 
; ee —— —_ —_ T ] T 
vane VETER <r. oe. 
cose ae | | ore 2 nee TO sau 
‘ Suan 4021 | CRUG wHoLESaAce $679:00 s2s'00 | 478640,00 2650,00 5:09 
. - 
| 405 7R eR WHOLESALE 4369100 | 38500 3$682'00 1675100 si2s 
| ' | ’ j ' 
5010 pert stores 496600 | 3201200 1690,00 $102 
; ; ' 
‘ ' 
| $030 VARIETY STORES 784000 | 282,00 61823100 3245100 si24 
‘ : ‘ 
’ ' ; 
e41 HOTELS 834600 | $4790'00 ; 010 @ 
| : | ' | ' ' 
| 8510 LAUNORIES 124200 | 680,00 eecoese | 1145/00 size 
| | ‘ | ' ' 
i | } : 


Lies 





by customer trade groups, can be prepared quickly 
for setting up a realistic, profitable advertising 


policy. 


Sales and advertising analysis is one of the 
many uses of IBM Accounting Machines for busi- 
ness and industry. Payroll, Accounts Receivable, 
Inventory Control, Cost Accounting, Accounts 
Payable—these and thousands of other applica- 
tions are available in your own machine installa- 
tion or in the IBM Service Bureaus located in 
branch offices throughout the United States. 


international Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 
PROOF MACHINES ... SERVICE BUREAUS ... ELECTRIC TYPEWRITERS ... 
TIME RECORDERS AND ELECTRIC TIME SYSTEMS 
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PERSONALITIES 2 





Industrial Advetliring 


Blaine G. Wiley 


This Month: 


Wt! N NIAA’s chairman, Bill 
Marsteller. polled the associa 
tion's board on the appointment of 
Blaine G. Wiley as executive secre 
tarv, a dozen directors mailed thei: 
approval the day the ballots were 
received and a Saturday at that 
Ihree days later a majority had 
voted, with no dissenting ballots. 
Here was a man, admen said, 
who had devoted his entire career to 
NIAA post 
And here was a man who had found 
NIAA chapter activity a corner 


stone in his success. 


preparation for the 


You could hardly call Blaine a 
“floater” 
since he put on working clothes. But 


he has held only two jobs 


those two jobs cover both sides of 
the fence. He has written plenty of 
advertising for industry, and bought 
space for it. And he has written ad 
vertising on the publisher's side 
lor a score of vears, from 1923 
until 1943, Blaine was with AIll 
Steel-[-quipment Company, Aurora, 
Ill. Starting as a sales correspon 
dent, he advanced to advertising 
manager in 1930, and to assistant 
general sales manger in 1934. 
All-Steel con 


vinced Blaine that advertising ts a 


The years with 


stronger force than most realize . 
a great force for good in the eco 
nomic and social spheres in addi 
tion to being a selling tool. He is 
outspoken, however, in his belief 
that advertising is doing only a frac 
tion of the job it could do that 
it has power far beyond any yet 
demonstrated 

In tackling the NIAA job, Blaine 
says, “For my money, the first ob 
jective established by the NIAA by 
laws contains the essence of the As 


sociation’s reason for existence 
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BLAINE G. WILEY 


Executive Secretary 
National Industrial Advertisers Assn. 


nic ago 


‘to promote the highest standards 
of industrial advertising.’ 

“The rest just tell how. We in 
this strong association can and will 
promote those high standards the 
best we know how. And when we 
the com- 
panies we represent, our American 
system, and surely the individual 


do, everyone will benefit 


men and women who do an honest 
job in the preparation of sound ad 
vertising. 

One of Blaine’s strongest assets 1s 
his speaking ability, which prob 
ably stems from his World War I 
experience in the Marine Corps... 
as private, as drill-sergeant, and as 
first lieutenant. The Marines de 
mand that a non-com or an officer 


speak well and forcefully, with the 
confidence that comes from know 
ing one’s job. 

During Blaine’s six years of actiy 
ity in the Chicago Industrial Adver 
tisers Association he served fre 
quently as master-of-ceremonies for 
social events. His reputation as a 
toastmaster reached a peak on the 
night of Dec. 8, 1941, when he in- 
troduced Alfred G. Staehle, one ot 
industrial advertising’s most dyna 
mic speakers, in the confusion fol 
lowing Pearl Harbor. 

Mr. Staehle said that Mr. Wiley 
gave him the best introduction he 
had received in 20 years on the plat 
form. Obviously impressed, Mr 
Staehle shortly offered the toast- 
master the position of promotion 
manager with his three McGraw- 
Hill papers, Factory Management 
« Maintenance, Coal Age, and 
Engineering & Mining Journal, a 
job Blaine assumed three months 
later. 

Activity in NIAA led to another 
important step for Blaine. This was 
his marriage, in 1945, to Harriette 
I’. Boyd, who was then headquarters 
secretary. Although she came from 
La Grange, IIl., just 18 miles from 
Blaine’s birthplace, Aurora, Blaine 
met her at an NIAA board of direc 
tors meeting in New York. When 
Mrs. Wiley had retired from active 
NIAA duty, Blaine remarked that 
he would like to tackle the associa- 
tion post himself. Three years later 
he received the call. 

As CIAA president he was 
program chairman and chairma! of 
two NIAA regional 
held in Chicago in 1942 and 1943 
The conferences were well atten:led, 


conferences 


had good programs, giving Blaine 
(Continued on Page 142) 
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‘LOCAL SERVICE 
with MEYERCORD DECAL 








NAME 
PLATES 


Distributors! When buyers of your products need quick 


service— where do they find it! Has your customer an “‘orphan-complex ? 





Manufacturers! 


The old problem of the legitimate, authorized dealer versus the hole-in 
the-wall, ‘“‘wildcat”’ tinker and repairman has at last been solved by the 
use of Meyercord dealer nameplates. At no cost to the manufacturer, 
these colorful dealer Decals ‘“‘service-mark”™ leading makes of home 
appliances, farm equipment and durable consumer goods. 


Designs, colors, size and artwork are standardized by the manufacturer. 
Dealers pay the cost—but only 20 per cent of the price of their forme: 
individual, job-lot orders. Dealers apply the Decals! No added produc- 
tion problem for the manufacturer! Meyercord will even drop-ship 





these Decals after processing the dealer's name, address and telephone 


number on the nameplate, direct to the manufacturers’ dealer. 


Manufacturers pool dealer’s orders, saving production costs, by direct 
mail solicitation or inclusion of information and order blanks in company 
catalogs on Dealer-Helps. Dealers appreciate the service. 











Benefits multiply. The manufacturer's good name for reliability and 


M ns of Meyercord dealer Decal nameplates . 3 . T 
ly in use have proved their value. Used service is maintained. Customers are pleased. Non-factory parts and 
mous department stores, like Carson Pirie : : : } : = : . : 
Scott & Co.; retailers of home appliances, like irregular repairs are eliminated. Dealer's profit with follow-up business! 
F stone ;and leading makersoffarmequipment 


Find out today what Meyercord Decal dealer 
nameplates can do for you! Please address 
inquiries to Department 71-5. 


andor Member lithagrahic oan 
The MEYERCORDZ. | 


World's Largest Decal Manufacturer 





FACTORY TRADEMARKS—IN FULL COLOR 


Manufacturers! Use standard Meyercord Decals for nameplates, operating 





instructions, patent data, etc., on your products. They're colorful, durable 


and cisily applied, at production line speeds, on any commercial surface 
, , . = _ ‘ , 2 : $323 W. LAKE ST. » ----+----+=+- aller \clome t maia' 
uding rubber and crinkle finish. They assure lasting identification ' 

on fat or curved areas. .. despite vibration, acids, wear. No sharp edges! 

They can be economically produced in any colors, size, or designs. 


ADVERTISE e IDENTIFY @© DECORATE @ WITH MEYERCORD DECALS 
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PRODUCES RESULTS 





. \ @ More and more national manufacturers 


all-\e 


attesting to the effectiveness of the results obtained through this 


and regional distributors are taking advantage 
of Construction Digest's Sell-ective coverage, 


(’ 


bi-weekly news magazine. 


Construction Digest covers one of the largest and best 
markets in the world for construction equipment and materials. 
Construction Digest's circulation includes all of the engineers, 
contractors, public works officials and strip 









mine executives who are responsible for 
purchasing in this three-state area. 


215 E. New York St. 
Indianapolis, Indiana 


Construction [icest 


IMinots Indiana Ohio Public Work Indianapolis 








— 


Tide besiness of printing magazines — vert them into a publication that 


other people truly enjoy reading. 


has a lot of headaches to it. But 
having done this sort of thing for, To us there’s no thrill quite com- 


lo, these many years, we kind of really get a bang 
like it. 

Why, you ask? 

Well, nothing pleases us more 
than to take a lot of MS and an 


assortment ol photographs and 


parable . . . we 
out of it. 

Some day in the near future, when 
you can spare 15 minutes, why not 
let us outline our facilities for doing 
the kind of a printing job you want 
drawings, then, step by step, con- done? This involves no obligation. 


PUBLICATION DEPARTMENT 


WESTERN anoover 1830 


(Wu) NEWSPAPER 
UNION 210 SOUTH DESPLAINES ST., CHICAGO 6 


TO MAIL BAG—AILL UNDER ONE ROOFP 





FROM copy 
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| CONTINUED FROM Pace 82] 


Export Marketing 

an enterprising agency or advertis« 
to get. The 4-A’s is doing an exc 
lent overall job in compiling infé 
mation on foreign export public 
tions. This activity should help rai 
the standards of many export a 
vertising programs. Media in a fc 


other foreign countries are we 
represented, but the emphasis h« 
definitely be on the wi 
South Africa, the Scan 


navian countries, perhaps one or two 


should 
“few.” 
others, and you've about covers 
the lot 
tries have some publications repr 


Of course, most other cor 


sented in the United States, but 
til this representation becomes cor 
plete, the information available 
often one-sided and its value is ce 
siderably lessened 

countrn 


Newspapers in some 


especially the smaller markets, are 
the best means of local advertisn J 
primarily because of the lack 


other media On the other hand 


countries lke Argentina, Bra 
Sweden and a few others have si 
pl isingly Food business papers, fat 
papers, or general magazines. H: 


ever, don’t be discouraged by the 


1 


unbusinesslike methods of the pub 


lishers of manv of these publi 


tions 
U. S. Media Covers Markets 
Many | S 


an outstanding job 


export publicati 


are doing 


advertisers in all countries of the 
world. There are also many, e 
cially some of those which e 
sprung up in the past few ve 
that do not have anywhere near the 
readership they claim and are quite 


often almost a complete waste 
anv advertiser's money. I took | 


ticular pains while in South At 


ica to check on the American 
port publications in each country | 
visited. Some of these magazines 


were nowhere to be found. Im 


tant industrialists and business met 


all over South America said they 
had never even heard of 
names 

On the other hand, these 
said they looked forward to ever} 
issue of certain American pul 
tions. These business and general 
magazines are doing an outstan ing 


editorial job. They have the 
est of their readers, and can 
excellent advertising job for A 


ican manutactureres. 
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GRANT BLDG. + ATLANTA 3, GA. 


dlishers of: Textile Industries « Southern Power 

1 Industry « Southern Automotive Journal « Elec- 

a! South ¢ Southern Hardware ¢ Southern 
Building Supplies 
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the nation’s 
fastest-growing 
industrial market 


W.R.C. 


SMITH 


PUBLICATIONS 





1. Mammoth plant of Southern Alkali Corp., Lake Charles, La. A new addi- 
tion to South's expanding chemical industry. 2. Gulfport, Miss. Now in 
operation for manufacture of milk of magnesia. 72,000 sq. ft. plant, Chas 
H. Phillips Co. Division of Sterling Drugs. 3. Compressor unit assembly line 


in new Chattanooga, Tenn. plant of Norge Division of Borge-Warner 
also fabricates, assembles water coolers 


Use SPI’s intensive coverage to in- 
crease your sales of industrial and 
power equipment and supplies in 
the expanding South & Southwest! 


Advertising appearing in national industrial and 
power publications alone fails to reach thousands 
of buyers in the booming South and Southwest. 
If you are to fully capitalize your Southern sales 
opportunity, nothing short of dominant circula- 
tion and complete coverage will suffice. 


SPI sells your product to the basic buyers in 
more than 10,000 Southern and Southwestern in- 
dustrial, utility and large service plants. 42%* of 
SPI’s subscribers read no other publication in the 
field—hundreds of the South’s important medium- 
sized plants subscribe to no other! 


To complete your national coverage, ade- 
quately cover the South and Southwest. Add SPi 
to your schedule NOW. 


*independent readership survey (details available). 
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A record of the activities and plans 
of the National Industrial Advertisers 
Association and of its 27 chapters. 


Chairman of the Board: WI/LLIAM A. 


N.1. A.A. 


Ylews 


MARSTELLER, manager, Advertising 


and Market Research, Rockwell Mfg. Company, Pittsburgh, Pa. 


nm 


Executive Secretary: BLAINE G. WILEY 
National Headquarters: 542 S. Dearborn St., Chicago 5. 


Industrial Advertising Clinics to Highlight 
26th Annual NIAA Convention at Baltimore 


pt! I. clinics at which industrial 
advertisers can get expert and 


experiences imswel to thei ad 
ertising problems will be the tea 
ture of the 26th annual NIAA con 
ention June 13-16 at the Lord 


Baltimore Hotel 


lhe ( linn Ss, Ce 


Baltimore. Md 


h to be headed by 
in outstanding authority in the field, 
will cover export advertising and 


marketing, advertising production, 
publi and emplove relations, direct 
mail, and shows and exhibits 

\n industrial customers’ panel 
discussion will provide useful guid 
ince for those attending the con 
vention. It will be conducted by a 
purchasing agent, an engineer, and 
i plant superintendent still to be 
elected 

Kach of the five clinics will be 
presented at the same time. How 


ever, the series will be repeated mn 


order to give convention-goers an 
opportunity to attend more than one 
meeting 

Other high spots of the conven 
tion include the kevnote address of 
Don Mitchell. president of Sylvania 
Products. Others include “Doing 
Business in a ¢ hanging World,” an 
address by Wilbur VanSant, Van 
Sant, Dugdale & Co., and “Effec 
tiveness of Track Paper \dvertis 
ing” by G. R. Schreiner, United 
States Steel. The final address will 
be given by Norman Jervis, Sweet's 
Catalog Service on “Buying In 
formato Please.” 


Che business meeting will include 


t on t] 


e pilot study of the 
NIAA-Sweets 


Prac tl 


a repor 
proposed Study of 
Buving and 


William D 
X-Ray 


Indust ial 
Needs by 


eral Electri 


[ae 
Crellev, Gen 


Corporation 
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the NIAA 
supervising the study. Bernard Do 
lan, Peter A. Frasse & Co., 


port on continumg 


chairman of committee 
will re 
the Business 
Pape Readership Study 

Awards to winners of the NIAA 
panels competition will be presented 
at the awards luncheon which also 
will include the McGraw-Hill Chap 
er Activity Award announcement 
Che Award 


ing use of industrial advertising will 


/ 


Putman for outstand 


be presented at the industrial lunch 


eon. 

\ special feature of the contet 
ence will be the famous “Minstrel 
Show” promotional presentation 
by W B. Montague, Westing- 


house Electric Company, Pitts 


burg! 


LEADERS Hip 


i) 


- ‘ Ali THings 






* Blaine G. Wiley Appointed 
NIAA Executive Secretary 


Blaine G. Wiley has been appo 


ed executive secretary of NIAA to 


succeed \\ Lane Witt 


Int 


Mr. Wiley formerly was. sales 
promotion manager of Fact 
Vanagement and Maintenance, Coa 
Age, and Engineering and Mini 
Journal. He was associated w 
\ll-Steel-E-quipment, Inc., Auro 
Hl., from 1923 until 1943 where he 
held the positions of sales corre 


spondent, advertising manager, 
assistant general sales manager 
\ctive in the Chicago chapter 
NIAA, Mr. Wiley was president 
that group in_ 1942-1943 
also served as a director of NL‘ 


Continued on Page 132) 
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“DON'T HIT HIM!" is the advice Fred Kammann gave Chicago Industrial Advertiser As 
tion members at their April 12 meeting. “Him,” represented here by Harlan Frisbie, 
advertising agency's client in Mr, Kammann's five dialogues on “Never Sock a C 
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~~ NO. 1 A news release 4 EXTRA NO. 2 In this same ante 
for A.S.M.E. CATALOG there is another special 
advertisers is furnished in the monthly section called “Catalog Briefs” for a listing 
A.S.M.E. publication MECHANICAL ENGI- once a year by those advertisers in the 
NEERING. It appears in a regular publicity A.S.M.E. CATALOG desirous of securing 
section entitled “Keep Informed.” Some- specific requests for their catalogs. There is 














—— extra without charge. Fay charge for this service either. 











1949 (38th Annual) EDITION “ASME MC &D“=Closing Soon—ACT NC 


Exploring industrial market possibilities, and finding “Catalog Briefs” which features catalogs and draws many 


them quickly, is a matter of cultivating the men who valuable responses from engineers who are hard to reach. 
make the possibilities. No other composite Catalog provides this dual service. 

In plant planning, in supervisory plant operation and In addition, the manufacturers whose products data 
production, in mechanical design and the materials and appear in the A.S.M.E. CATALOG have access to the 





parts used, the most influential human elements are the NEW EQUIPMENT (“Keep Informed’’) Section of 





high calibre engineers. MECHANICAL ENGINEERING. This section and 

You will be cultivating that kind of market poten- “Catalog Briefs” are restricted to our current advertisers. 
tiality, in its most concentrated and virile form, when you No other Composite Catalog offers this multiple serv- 
place your product data in the A.S.ML.E. ice or provides so many approaches to 


CATALOG AND DIRECTORY. fh 
By so doing you also get the coopera- aN " 
tive support of the A.S.M.E. monthly ca .. «the men who do the specifying and 
publication, MECHANICAL ENGI- say ost i” buying of equipment and materials. 
NEERING, through a special section Ce rey 


the engineers and executives who deal 


~ 


with plant operations from all angles 














Less than two months remain before the next 1949 Edition closes. 
Your space reservation, however, should reach us sooner ...the sooner the better. 








THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W. 39°St. New York 18, N.Y. 
Midwest Office: 400 West Madison St., Chicago 6, Ill. 
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o sell the 


MEAT 
PACKING 
FIELD... 


merica’s basic 


food industry... 


only one publication 
delivers top-to-bottom 
coverage ol packing plant 
executives in this $12.500,- 
000,000 meat packing mar- 
ket . . . because only one 
publication, through 57 
years of service has made 
itself indispensable to the 
men who manage the in- 


dustry 


THE NATIONAL 
PROVISIONER 


107 S. Dearborn St. 


Chicago 5. Illinois 


W rite for up-to-date 
market facts and 1948 


Vedia Data Folder. 




















[CONTINUED FROM Pace 130] 


NIAA News 


In accepting the appointment Mr. 


Wiley said 


“Being appointed as executive 
secretary of NIAA is like going 
back to an old love. I have had a 
strong interest in this association 
for many years. And since my wife 
was headquarters secretary for a 
considerable time, I felt married to 
NIAA, figuratively and literally. 

“T have long felt that industrial 
advertising is a great force for good 
in the economic and social life of 
our country—and more of a force 
than most people realize. I feel, too, 
that it has still greater powers that 
have never been unleashed. 

“It is my hope that in my asso 
ciation with more than 3,200 men 
and women to whom industrial ad- 
vertising is a common interest, we 
will work together to enhance its 
effectiveness and raise its standards 
to still higher levels. 

“T know I shall find great pleasure 
in working with the fine group of 
aggressive men who make _ up 
NIAA’s official family. They have 
done a splendid job of building a 
strong and worth while association. 
With their cooperation I feel sure 
we can make membership in NIAA 
more valuable than ever to the men 
who produce industrial advertising 
ind to their companies.”’ 





® Industrial Ad Course 

Being Given in Detroit 

Industrial Marketers of Detroit 
and the University of Michi; 
jointly sponsor ay industrial ad) 
tising course at Rackham Ed 
tional Memorial, Detroit. 

More than 100 are enrolled in the 
course which includes lectures on 
market analysis, distribution and 
selling methods, the function of ad- 
vertising, and its economic signifi- 
cance. Also on the agenda are 
media, the operations of the adver- 
tising department and the adver 
tising agency, actual construction of 
advertisements for copy, art, lay 
out, type, and other industrial ad 
vertising subjects. 

The student roster includes pres 
idents and owners of businesses 
sales managers and their salesmen, 
engineers, la w yers, secretaries, 
clerks ’ 


managers, and even a truck driver 


copywriters, advertising 


* Catalogs Top Management 
Responsibility Says Cushing 
A parts catalog is a responsibility 
of top management. It is the execu 
tive’s job to see that the buye1 of 
technical equipment be furnished 
adequate instructions for installa 
tion, service, and maintenance that 
will permit efficient use of the prod- 
uct without excessive reliance upon 
the manufacturer for operator 
training and product service. 
(Continued on Page 134) 
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ROCHESTER, N. Y., was the scene of last month's meeting of these members of the NIAA 
executive committee. (Back row—left to right) William A. Bates, Steel Company of Ca sda; 
Edward Hurlburt, Ritter Company: Harry G. Hoffman, Hoffman & York, and Bernard Dolan 
Peter A. Frasse & Co. (Front row—left to right) William A. Marsteller, Rockwell Mfg. Co-' 
William D. Crelley, G. E. X-Ray Corporation; W. Lane Witt, recently resigned presider and 
general manager of NIAA, now of Sales Aids, Chicago, and Arno O. Witt, Schramm. Inc 
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For Meu at 


ISTRIBUTION AGE is the direct road for adver- 





















tisers to reach the top-buyers of products and 

services used in all phases of distribution. The 
strength of Distribution Age lies in the appeal its far-sighted 
and practical editorial program has for its 38,995* monthly 
readers seeking new ways and means for reducing the over- 
all cost of distribution. DA recognizes that worth while 
economies in distribution cannot be gained through one lone 
phase. Only the careful analysis and integration of all eight 
basic phases can bring about the desired savings. Written by 
businessmen for businessmen, DA reports in non-technical 
language the findings of research and practices that can be 
applied by the readers to meet their particular problems. 
As the sextant guides the mariner so DA guides its readers 


and advertisers through the troublesome sea of distribution. 


*Latest survey indicates 2.73 readers per copy 


DISTRIBUTION AGE 


THE MAGAZINE THAT INTEGRATES ALL PHASES OF DISTRIBUTION 
100 EAST 42nd STREET * NEW YORK 17, N. Y. © Telephone: MUrray Hill 5-8600 




















REPRESENTATIVES IN LOS ANGELES, CAL. + SAN FRANCISCO, CAL. a Gusseen ) pesasbanen 
CHICAGO. ILL. + PHILADELPHIA. PA. » CLEVELAND. O. + SEATTLE. WASH. 








INDUSTRIAL MARKETING, May, 1948 
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NIAA News 


This was the message delivered 
to the Rockford Industrial Market 
ers by George \W. Cushing, Cushing 
and Nevell, at their recent meeting 

Mr. Cushing’s working formula 
for training and instruction manuals 
includes nine points 

1) Theory ot operation 
») Detailed description of the 

product 
3) Mechanical installation 
+) Electrical installation 
5) Hydraulic installation 
) (Jperation 
/ Inspection and maintenance 

8) Overhaul 

9) Safety precautions 

The use of trimetriu projection, a 
combination of isometric and pet 
spective drawing, was recommended 
by Mr. Cushing for illustrations 


“It is much easier.” he said, “‘to 
visualize the mechanical principle 
that is shown in trimetric rathe 
than that which is shown by the 
usual authographic, or blueprint, 


drawing 


® Western Washington IAA 
Hears Johnson on Films 
Rowland Johnson, advertising, 
Isaacson Iron Works, warned of 
pitfalls and described successes in 
the use of industrial motion pi 
tures in his talk before the second 
1U48 meeting of the Industrial Ad 
vertisers Council of Western 
\Vashington 


Mr. Johnson, an amateur pho 


tographet with a high standing 


among professionals, has advocated 


Continued on Page 137) 
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EDITOR'S WASTEBASKET, the fate of many 
editorial handouts, is inspected by (left) 
Perry Githens, editor, Popular Science Maga- 
tine; H. James Christy, president of CNYIA. 
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Before choosing any printing paper... 


Look at Levelcoat... 
for brightness 


Eve it. See how the use of specially 
selected clays gives sparkling surface 
brilliance to Levelcoat * printing paper. 
Print with it! Picture type and illus- 
tration in the brightest looking book 
ou've ever produced —on a_back- 


ground of Levelcoat luster. 





n 
OK ar reve 


S. PAT. OFF, 
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Look at Levelcoat... 
for smoothness 


Let Levelcoat show vou how swan- 





smooth a paper surface can be. You'll 
discover a satiny coating flowed on 
with watchmaker precision —a smooth- 
ness which makes beautiful kiss- 
impression printing both easier to 


produce and more certain in effect. 


« ecdleoat 


PRINTING PAPERS 


SL ————$—$—$—————— 


ed ei jl 


* 


Look at Levelcoat... 
for printability 


The press itself can prove to you the 
outstanding printability of Levelcoat. 
On your next printing job, test the 
uniformly smooth performance of this 
distinctive paper. You'll be happy 
with the results, pleased that you 


gave your printing the Levelcoat lift. 


Levelcoat* printing papers are made 
in these grades: Trufectt, Kimfectt, 
Vultifectt and Rotofect* 


ey KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


135 

















YO 
SHOULD HAVE 
THIS FREE STUDY... 


W. Lane Witt, who recently re- 
signed as president of NIAA to 
become president of SALES-AIDS, 
extends this personal invitation to 
you to participate in a study to find 
answers to such important ques- 


tions as: 


.what kind of advertising gets 
read—by product, type, size of 
space used—and kind of tech- 
nique used? 

.is “position” worth the extra 
cost, over “run-of-paper”? 


.what is the relative value of 
color over black and white ads 
in industrial publications? 


.and many more equally impor- 
tant questions of vital interest 
to all industrial sales and ad- 
vertising people. 


YOU can have this informa- 


NOW 


tion at No Cost to You 


All you need do is indicate your 
interest by writing to SALES-AIDS, 
110 South Michigan Avenue, Chi- 
eago 5, Illinois, and ask for a 
sample questionnaire which will 
enable you to provide the basic 
information for a sample report. 
From this report you will get 
answers to the questions that are 
bothering you--and will find out 
how SALES-AIDS can regularly 
help you find answers to your every 
day advertising and selling prob- 


lems. 


The sample study will cost you 
nothing but a little effort—and will 
bring you vital information you do 


not now have. 


TODAY . write to SALES-AIDS, 
attention W. Lane Witt... and 
find out how you can help your- 
self to more and better facts that 
will help you market your com- 
pany’s products at lower cost. Ask, 
too, for the brochure that fully de- 


scribes SALES-AIDS service. 


Sorry, but this offer is 
not open to advertising 
agencies nor publishers. 


SALES-AIDS 
Factual Data for Industrial Market- 
ers through a continuing research 

of industrial markets 
410 South Michigan Avenue 
( hicago 5, Illinois 
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Books for Marketing Men 


By B. M. WALBERG 





PROFITABLE DIRECT MAIL METHODS 

By Robert Stone 
Published 1947, by Prentice-Hall, Inc. 
70 Fifth Avenue, New York I1, N. Y. 
Price: $5.75 


Industrial advertisers who use direct 
mail to “secure leads from interested pros- 
pects, pave the way for salesmen’s calls, 
follow up with additional information, 
close transactions well started during calls 
made by salesmen and secure mail orders 
while salesmen are in other territories” 
will quickly tell you that consistent, well- 
planned direct mail campaigns have been 
an important factor in reducing the unit 
cost of sales 

However, there is a tendency among 
many industrial companies to shy clear 
of direct mail solicitation for business 
Whatever the reasons, these advertisers 
are losing out on one of the most powerful 
adjuncts for increasing sales at lower 
costs 

Direct mail, when properly used, is an 
effective sales tool. “Direct mail is the 
lastest growing youngster in the adver- 
tising field. It offers a special presenta- 
tion of special products to special lists 
and an unparalleled opportunity for test 
ing at a minimum cost.” 

Mr. Stone’s book is indeed a worth 
while addition to the field of direct mail 
advertising, and to advertising generally, 
and is certain to be profitable reading. 

“Selling Industrial Goods by Mail’, a 
chapter chockful of practical ideas and 
suggestions, will enable industrial adver 
tising and sales promotion men to adapt 
many a thought for promoting the sal 
and acceptance of his company’s products 

The author is not a theorist. His work 
at The National Research Bureau in Chi 
cago is well known to advertising men 
“Profitable Direct Mail Methods”, a fact 
packed book filled with tested plans, will 
definitely help you increase your sales. 
It very ably shows the effective use of 
direct mail and how you can apply suc- 
cessful direct mail methods to your own 


products 


TESTED ADVERTISING METHODS 
By John Caples 


Published 1947, by Harper & Brothers 
New York, N. Y. 
Price: $3.50 


\dvertising men, and particularly copy- 
writers, will find this very excellent book 
a worthy addition to their tools of the 
trad It deserves a place alongside the 
dictionary, the Thesaurus, etc., for the 
“working” copywriter and the advertis- 
ing practitioner 

Though this book is slanted towards 
consumer goods advertising, the very 
many basic principles for sound headlines, 
copy, etc., are easily adapted to industrial 
advertising. 

The chapter “16 Formulas for Work- 
ing Headlines” is especially valuable and 
instructive. The author very pointedly 


demonstrates “Get the big point of 
advertisement into your headline. | 
your headline as a hook to reach out a 
catch the special group of people you 
are trying to interest.” 

This 271-page book goes a long Way 
offering practical, down-to-earth sugg 
tions for effective headlines, copy, et 
And as Bruce Barton states in the fi 
word, “It is studies of this sort in t 
advertising industry that are helping 
more and more to take the guess out 
advertising.” 


PLANNING THE PRODUCT 

By Dudley M. Phelps 
Published 1947, by Richard D. Irwin, Inc 
Chicago, Illinois 
Price: $4.50 


Since “it has come to be gener: 
recognized that the function of prod 
planning should be performed jointly 
production and marketing executives 
this book will prove invaluable to all 
dustrial advertising men who concert 
themselves with the introduction of 
products, or the improvement of an ex 


ing product or related line of products 

Che chapter “Brands and Trade- Marks 
is of especial interest. The author's 
“evaluation of important provisions of the 
Lanham Act” is an excellent exposit 
of this subject. It should be read 
thoroughly studied by all advertising n 
Other chapters worth study are thos 
“Product and Market Testing” ar 
“Packaging the Product.” 

Advertising men can read this book 
with gain and profit. It covers the su 
ject simply and authoritatively 


} 


HUMAN RELATIONS IN ACTION 

By Calvin C. Thomason 
Published 1948, by Prentice-Hall, Inc. 
70 Fifth Avenue, New York I1, N. Y. 
Price: $2.65 


\n extremely well-written presenta 
tion of “problems and cases dealing 
with people,” this book will prov: 
valuable to the personnel manager 
others who have supervisory posit 
\s a guide for better understanding 
human capabilities, habits and attitu 
the author has made a distinct contr 
bution to the field of personnel 
agement and industrial relations 

Instructors manuals will be pro 
free of charge bv Prentice-Hall 
the book is used in formal educat 


] 
Classes 


McKinley Joins ‘Materials & Meth ds' 
Frank J. McKinley has joined the S 


staff of Reinhold Publishing Corp 
as advertising representative for \/ 

‘ Vethods, it was announced re¢ 

Mr. McKinley will cover the New k 
City and state districts. He was fot 
with Joseph T. Ryerson & Son, an 

the Eclipse Pioneer Division of | Ix 
Aviation Corporation. 
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| CONTINUED FROM PAGE 134] 


NIAA News 


d engineered much of the pic- 


re-selling used by Isaacson. 
Fundamentals of successful busi 
ness films were listed in the talk. 
Beginning with the necessity of 
employing a professional producer, 
Mr. Johnson carried this list 
through planning, preparation and 
rewriting of scripts and action, and 
location and production planning 
To make industrial 


films action, drama, humor, logical 


successful 
thought, and intimate knowledge of 
the product must be used to the 


Johnson em 


best advantage, Mr. 
D) asized 
¢ New England Chapter 
Holds Panel Discussion 
\ panel of four experts talked 
“Building a Better 
Your 


and Advertising Departments” at a 


ovel met! ods oT 


Relationship Between Sales 


recent meeting ol the New [ng 


land Industrial Advertising and 
Marketing Council. Leaders of the 
were i \l Iletcher, ad 


‘| ools: 


advertising manager, 


Session 
vertising manager, Stanley 


R. C. Helbig, 


Mount, advertising manager, The 
Bassick Company; and A. W. 
fucker, advertising and sales man 
ager, H. G. Thompson and Son 


L ( mpany 





e New England Chapter has 
P uced a membership booklet 
e) that presents the organi 


V's policies and purposes in im 
ve stvle. The booklet is run 
red and gray with distinctive 
aphy and layout. 
* ood Container Ads 
ost Nothing: Browne 
ustrial 


advertisers are miss 


in tailing to use their 
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Does Your Americanism Show? 
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CONVENTION EXHIBITS © ITINERANT UNITS 

















POINT OF SALE DISPLAYS IN QUANTITY 
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BLADE & HELEN ST. © ELMWOOD ®« CINCINNATI 16, OHIO 


NEW YORK 
52 Vanderbilt Ave. 


CHICAGO 
209 So. La Salle 
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cheapest advertising medium—the 
packages and shipping containers 
Christopher W. Browne, edito: 


GET YOUR SHARE : | 
in chief, Modern Packaging, tossed 


of this Annual ; this challenge out to the Eastern | 
— 


dustrial Advertisers at a recent 


eting in Philadelphia, 
I N D U | R IAL PAI N T Sag a r" ebte-hender Wi 
BUSINESS JJ hme weenie 


said that the average carton offers 














































60 square inches of display space 
Steel mill maintenance men, responsi- : that is too often wasted as advertis 
ble for purchasing huge quantities of ing circulation. 
industrial paints annually, are regular : : 
readers of the Iron & Steel Engineer. 
A program of advertising in this pub- 
lication will assure you of your share " 
of this profitable paint business. ‘ at tainer space costs nothing. You 
‘ have to buy a container anyhow.” 
Mr. Nash offered five tips for 
companies considering improving 


“Every single package goes to a 
user and carries a message,” M1 





Browne said. “Advertising on con 


brand identifications : 

1. Seek the best possible method 
of brand identification. 

2. Gradual changes gain very 


little and cost much more. than 
Iron AND Steel rapid, dramatic changes. 


3. The latter are real shots m 
ENGINEER the arm for salesmen... give them 


(Co ti ed o ave 
1010 EMPIRE BUILDING Continued on page 141) 
PITTSBURGH 22, PA. 





G. B. Dippy Upped by Y & R 


George B. Dippy, formerly manage! 

of Young & Rubicam’s ‘rchandising 
2 MILLION AMERICANS EAGER piers nay “SR gO 
TO SEE YOUR MOTION PICTURE! ant to the president. Mr. Dippy fo 


merly was with ll’s M i! 
AVAILABLE TO YOU NOW — A $50,000 MOVIE ae eel se ga gamma 
TO REACH THIS AUDIENCE FOR ONLY $50.* 


LONG AGO we learned that 5 and 6 figure film production costs were a E. O. Sandback Joins 








a to fy business men seeking motion pictures as an effective public Ormsbee, Moore & Gilbert 
relations tort . : 
Edward O. Sandback has joi 
LONG AGO we learned that many film sponsors literally kissed thei hard- , - , 
Ormsbee, Moore & Gilbert, Miltoré 
earned money good by« because their ‘epics’ were a smash hit with the boss 
7 th Conn., as an art director. He tormerly 
1 aud & [Pe audience . ° \ 
AVAILABLE TO YOU NOW are approved films many costing 5 and was with Troeger Phillips, Inc., 
6 hgures selected by competent Preview Committees. These films—with York 
your name and sales message—guarantee eager audience attention for just 
the print costs—and minor distribution fees WwW. J. Taylor to Head 
WHAT 2 MILLION AMERICANS WANT TO SEE YOUR FILM? ATF Baltimore Sales 
The answer is in the 1,750,000 wage-earning members of the VETERANS W |. Tavlor has been app 
OF FOREIGN WARS and their tamilies plus 300,000 sports enthusiasts manager of the American Type F: 
of the NATIONAL RIFLE ASSOCIATION, reached ONLY through the ers Sales Corporation’s Baltimor: 


SHERMAN PLAN for controlled film circulation. The badly-planned 


fice. For the past three years M1 


him distribution of yesterday NOW has stepped aside in favor of the ; ' ome ae 
SHERMAN PLAN ... the superior method of motion picture circulation or ae ” Sielia " rs : enorenare 
Ottice t Baltimore e Wi su 
** 
WHAT IS THE SHERMAN PLAN? Otto E. Zimmer who is retiring 





By signing up 2 important national organizations with others in the offing 
share in income derived the SHERMAN PLAN is prepared to . 
deliver to you FOR THE FIRST TIME a definite audience with definigs F. A. Miller Gets New Post 
characteristics by sex, by age, by territory With Raybestos-Manhattan 
Pinpelat your sales promotion. by area, through the SHERMAN PLAN Franklin A. Miller has been appoint 
Another SHERMAN PLAN F irst ~ Print requirements are at your discretion director of a new department of ma 


Write for Free Booklet What's On Your Screen 





ing and merchandising for Raybestos 
Manhattan. He was formerly sales man 
Un ager for Grey-Rock products of the > 
Asbestos Division of Raybestos-Manhat 
== PLAN. am 
Ey inec. James A. Wheatley, Jr., former district 
. manager for Grey-Rock in Chicago, will 
420- 421 weree BUILDING, Dept. | M-4, Weaweeee ve D.C. succeed Mr. Miller as sales manager for 


*Average sts may t we or less arying w **Copyright 1947 








Grey-Rock 
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June 13-16, 1948 


HEADQUARTERS—LORD BALTIMORE HOTEL 


TWENTY-SIXTH NATIONAL CONFERENCE OF 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


WE'RE EXPECTING YOU 


at the finest NIAA Conference in twenty-six years. 
A well planned program offering the best in educa- 
tion, profit and pleasure awaits you. If you’re an 
Industrial advertiser you can’t afford to miss this 
conference. 


REGISTRATION 


$31.00 covers everything. All sessions, banquets, 
luncheons (Hotel extra). Send your check for $31.00 
to W. Lane Witt, 542 South Dearborn Street, 
Chicago, Illinois. If you’re planning to bring your 
wife the ladies’ registration fee is $15.00 additional. 


HOTEL RESERVATIONS 


Write direct to L. H. Denton, -1714 O’Sullivan 
Building, Baltimore 1, Maryland. All conference 
hotels located within two blocks of each other. 


Watch your NIAA mail for further details and in the 
meantime make your reservations NOW. You can 
take it from us, ‘‘There’ll be 
Activities Galore in Baltimore!”’ 
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TUESDAY, JUNE 15 
General Session—Awards Luncheon, 

McGraw-Hill, Putman, Panels and 

Attendance Awards. More Clinics on 
Ad Production, Export Advertising, 
Public and Employee Relations, Direct 
Mail and Shows and_ Exhibits.— 
Annual Banquet and Show. 





WEDNESDAY, JUNE 16 
| Session with top-no’ 
y.—Conference wi 
for golf, dining, d 
Be sure to bring y° 
ull round of 
d delighted. 


tch speaker 
nd up and 
ancing and 
ur wife. 


Genera 
for half da 
more time for 
sight seeing. 
There'll be a f 
keep her busy an 


activities to 




















NOW 
FIRST in Readership 


Over 2,000 reader replies to impartial read- 
ership surveys conducted by two outstanding 
railway supply manufacturers definitely prove 
that more key railroad men READ MODERN 


RAILROADS thon any other single railway 
publication 
so. . TO COMPLETELY COVER 


THE MULTI-BILLION DOLLAR 
RAILROAD MARKET... 


Advertise lM 


MODERN 


RAILROADS 


Over 20,000 fag] Circulation 


Covers All 3 Buying Influencers 
|. The Departmental User. 





2. The Executive Approver. 


3. The Purchases and 
Stores Order Placers. 


Write For New Readership Folder 


MODERN RAILROADS PUB. CO. 


326 W. Madison St Chicago 6, Ill. 





SWING- O-RING 
LOOSE LEAF BINDING 


The pages never pull out because 
they are held with a large number 
of closely spaced rings. (Not 3, but 
23 rings onan 11” page). The pages 
ore easily taken out because of the 
patented Swing-O-Ring construc- 
tion. Sheets lie flat and turn easily. 
Binder backbone occupies less space. 

For further information and the 
name of your nearest Swing-O- 
Ring licensee, write us today. 


Write Dept. |.M 
. 7. 
Swing - O-Ring, 


Division of the Fred Goat Co., Inc. 
318 DEAN ST. © BROOKLYN 17, N. Y. 
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Gardner Displays 
Opens Chicago Plant 
Gardner Displays Company has open- 
t tor the 
exhibits. The 


ed a Chicago plan manutac 


ture of shows and new 


plant is the company’s second and will 


supplement the sales and design office 
PI 


the company has had in Chicago to 


several years 


George R. Timmerman has been ap 


pointed general manager of the new 
plant, in charge of sales and promotion 
Prior t is appointment, Mr. Timmer- 
man was production manager of the 


Gardner main plant in Pittsburgh 


Andrew Takas Joins Sweets 
Andrew Takas joined t] 
log design department of Sweet’s Cata- 
division of the F. W 


e Cata- 


1 
has 


log Service, a 


Dodge Corporation. Mr. Takas formerly 
was with the General Electric Com- 
pan 1 copywriter 


Morris Timbes, Inc., 
Joins NAAN 
Morris Timbes 
\la us been elected to 
National Advertising 
Network. NAAN now has 26 
in the I S. plus 


Montreal and Toronto 


Mobil 


membership 


\dvert 


ising, 


\oe ncy 


members 
representatives 


Canada 


P. B. Niles Named PR Head 
At Owens-lllinois Glass 


Philip B. Niles has been appointed 
public relations director ot the Owens 
Llu is Glass ( ompany Mr Niles ror 
me was vice-president ot the Ameri 


can Water Works ( 


ompany 


Ezra A. Blount Named 


Praducts Finishing Editor 
| ‘Ta \ Blount has been appointed 
editor-in-chief Products Finishing 


effective with the April issue. Mr 
Blount formerly was with the Crosley 
{ orporation as col trol and develop 
ment engineer, with the Chambers Cor 
ratio where he was engineer in 
harge of plating and polishing produc 
tio ind with the Cummins Engine 
Company as assistant chief metallur 


H. L. Dalton to Head 


American Viscose Sales 


Harry | Dalton, director public 
relations ot the American Viscose Cor 
poratior ind a member of its board 

rs, has been appointed director 
of sales and public relations. He suc 
ceeds the late Wilham B. Olmstead, 


Lilleston Appointed VP 
Of Paraffine Companies 
Horact Lilleston was appointed a 


| ’ 
he Parattine Con 

















POWER 


A McGRAW-HILL PUBLICATION 
330 W. 42nd St., New York 18, N. Y. 





REACHES THE MAN IN 
RESPONSIBLE CHARGE 


d 





The Chemical Engineer's 


own magazine... 








Published by the 
American Institute of 
Chemical Engineers 
50 East 41st St., New York 17, N. Y. 


v 


See SR&DS listing — or 
write for latest circulation 
figures and sample copie: A 


— $$ — — — ———____—_—__ — ac 
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IAA News 


husiasm, something to _ talk 


117 
$. Avoid common shapes. They 


up identification 


> Design vour trade-marks to 


ive in black and white as 


* Conviction Keynote 


To Selling Employes 


Selling employes on the com- 
they work tor is a problem 
could be handled successtully 
employers if they (a) havea con 
tion of its importance, (b) em 
the techniques of advertising 
merchandising that “sells” the 
pany's products to consumers 
said Dr. Millard ( Faught, 
nagement consultant. in a talk 


he Milwaukee Industrial Mar- 


no Association recently. 


1 


Dr. Faught attributed much of to 


labor difficulties and publi 
» lack of cor 


information. This lack, he felt, 


T 


ust of “business” 


due to management's neglect in 

ertising their viewpoint. Ret 
e, he Savs, 1S tough on the free 
prise system which has to be 
old to every new generation 


\s examples of poor industrial 


i 





AD» 
Sale 


age 


the 


IND 


ms, Dr. Faught pointed out: 
slicked up annual reports in four 
rs that “a CPA can’t read with 
1 reference book’; workers who 


understand where their job 


N OF THE YEAR William A, Scherff, 
omotion manager of Plymouth Cord- 
mpany, receives formal certificate of 
ard from Jack Gafford, advertising 
of Industrial Marketing at the April 
ting of the IAA of New York. 
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With which material? 


ee a eee 

















Zinc, for this projector-housing, because it can be easily die-cast, 


is inexpensive in itself, is readily machined, takes almost any 


desired finish, is structurally rigid without excess weight. Other 


materials, however, notably steel, could well be used. 


And by what method? 


Die-casting is rapid, permits great production at low cost, and 


produces shapes to very close tolerances with good surface 


finish. So die-casting is used, although other methods might 


have been equally satisfactory with a different material. 


Who knows? 


Here is an almost perfect example of competition among finished 


metal-forms. Zinc is not competitive with steel; die-casting is not 


competitive with stamping; the finished forms are. The individual 


or group who made this choice, made it because they knew the 


facts on both the materials and the methods for processing them. 


Such men are the typical readers of MATERIALS & METHODS. For 


them, its editorial pages are confined to the facts on engineering 


materials and the methods for processing them. This editorial 


policy gives coverage unduplicated by any other publication. 


The magazine edited for the men who decide 


© what material 
© whose material 
© what method 


* whose equipment 


REINHOLD PUBLISHING CORPORATION 
New York + Chicago + Philadelphia + Los 
Angeles + Cleveland + San Francisco 


Publishers of Metal Industries Catalog 
Chemical Engineering Catalog, Progressive 
Architecture. Advertising Management for 
American Chemical Society Publications 


er 
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ysY omer’ 
B _—" 
Youll win their attention with 


easy-to-answer 


REPLY-O LETTERS 


Busy men are never too busy to answer 
REPLY-O LETTERS . . 


ing them and your sales curve a good 





. and you're do- 


turn when you do use Reply-O Letters. 
The reply is in the letter . . . easy to 


return no signature ts Necessary. 


Send now for samples and ex- 
amples of successes made more 
successiul by Reply () Letters. 


_— 
ae 
76 bo ft “~ 
me ue (jos? 
me ¥ 4 
ce) 


jo" : " Ee 


i 


Fait 
- ett 


Write to the 


REPLY-O PRODUCTS CO. 


150 WEST 





3 Read and liked 
by men who will 


make wood prod- -s 
ucts from the 37 = 4 


billion feet of om ‘ 
lumber being pro- & 


duced this year. 





Use WOOD PRODUCTS 
advertising pages for 


assured results. 


FOR DETAILED No. ! a, 
a MCE DATA ° , - 
we aperinag a 

meus Rial MARAT TING 5 P 
industria No. ! ——— 


MARKET —. 
Pers = industry == 
=— 










431 South Dearborn St. 
CHICAGO 5, ILLINOIS 






fits into the manufacturing scheme ; 
plants whose forbidding exteriors 
jobs that limit 
workbench 
and washroom; lack of understand- 


discourage visitors ; 
a worker tuo time-clock, 


ing of company policies, advertising 
programs and goals. 

In supplying the antidote, Dr. 
Faught said, “When you sit down to 
work out an advertising and mer- 
chandising program to sell a product 
vou begin by finding out: 

“1. Just what kind of a product 
your customers want in terms of a 
lot of specific reasons why he wants 
or should want it. 

“2. What his ideas, habits, preju 
dices, hopes, fears and other feel 
ings are that have a bearing on yout 
product. . 

“3. And then you tailor your ad- 

ideas, mer- 
your packag- 
ing, services, guarantees and all the 
rest of it, to fit 

‘Why can’t we 


same things in applying these tech 


vertising theme, copy 


chandising methods 


do exactly the 


niques of merchandising and adver 
tising to selling and explaining ow 
business and economic system to 
loe Worker? This is a real chal 
lenge. And look what you get if you 
win. Nothing is more urgenth, 
needed in our industrial society to 
day than a 


reawakening through 


better understanding to the great 
promise and rewards of our wavy of 


living and working together.” 





Coming Programs 
of NIAA Chapters 











Boston, June 22: 
Annual outing at Dedham Country 
Club, Dedham, Mass. 


Cleveland, May 28: 
Scott Pattison, vice-president, G. M. 
Basford Company. “Readership Sur- 
vey.” 6 p. m., Hollenden Hotel. 
Columbus, May 27: 
Trip through Crowell-Collier Pub- 
lishing Company’s plant, Springfield, 
Ohio. 
Detroit, May 25: 
B. Chappell, Jr., U. S. Steel. “Selling 
Industrial Advertising to Manage- 
ment.” 6:30 p. m., Statler Hotel. 
New York, June 11: 
Annual outing at 
Club, Long Island. 
Youngstown, May 27: 
Annual golf party, Tippecanoe Coun- 
try Club. 


Plandome Golf 





W. Lane Witt Quits 
NIAA, Joins Sales-Aids 


W. Lane Witt, president and ge 


~ 


eral manager of the National Indu, 
trial Advertisers Association, has 
position to becom 
Prior 

his election to the head of NIAA 
in 1945, Mr. Witt was managing 
INDUSTRIAL MARKETIN: 
and previously industrial advertis 


resigned that 
president of Sales-Aids. 


editor of 


ing manager, Crane Company, (¢ 
cago. 

Sales-Aids is a cooperative fact 
finding service dealing with indus 
Monthly 


reports are prepared for each of 15 


trial marketing problems. 


basic industries. Overall reports or 
the 15 industries combined discuss 
penetration, coverage, readershy 
and duplication of business publica 
importance of catalogs 


suying practices 


tions and 
and other media. 
are covered, along with the identity 
of buying factors by function 
purchases of all classes of indus 
trial products and services produce: 
by associated companies. Reports 
also deal with buying reasons for 
the selection of specific types 
equipment and supphes as against 
alternates. 


Market opportunity trends will be 


| 
provided by the new company. This 
will consist of monthly reports o! 
sales, inventories, and forward co! 
mitments in each of the 15 indus 


tries researched by the company 


[ CONTINUED FROM Pace 120] 


Blaine G. Wiley 


practical experience in his most 1 
portant assignment, directing su 
cessful NIAA conferences. 

Most 
Blaine’s twin sons, Blaine and bob 
“the 
loyalty to the Marines and served 


important imterests art 


who scoffed at old) man’s 
in the Navy in the recent war. Bot! 
are now in college, Blaine at Bates 
and Bob at Roanoke. 

Mr. Wiley has not announ 
program for NIAA’s 


Sut he has plunge 


formal 
mediate future. 
into his new assignment with vigor 
and enthusiasm. Close chapter con 
tact is one of his principal aims. he 
reports. He plans to visit every 
chapter in the U. S. and Canada ™ 
the near future, literally “hitting 
to determine the views 
wants of NIAA 


members across the continent 


the road” 
criticisms and 
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NEW Data 
on Media 











The following changes in business pa- 
per specifications have been announced 
since the Market Data Book number 
of Industrial Marketing went to press: 


Name Changed 

Effective with the April issue the 
new title of Airports, a Haire pub 
lication, will be Airports & Air 


C_arriers 


Electrical Merchandising 
The following rates on fractional 


pages are now effective 


Size 1 Time 6 Times 12 Times 
+ page $450.00 $438.75 $416.25 
2 page 300.00 29250 287.50 
+ page 150.00 150.00 146.25 
S page 75.00 75.00 75.00 


Rate earned based on total space 
ised within one veat Minimum 


space , page 


Machine Design 
New rates effective November 1. 
48 are as follows: General adver 


ng, bulk space rates 


pages, per page $320.00 
iges, ¢ part 310.00 
ages, per page 305.00 
pages, per page 300.00 
iges, per page 290.00 
iges, per page 280.00 
pages, per page 270.00 
. iges, per page 265.00 
ed space rates 
l ti 3ti 6 ti 12 ti 
ize $330.00 $320.00 $310.00 $300.00 
Lee 170.00 165.00 160.00 155.00 
age 87.50 85.00 82.50 SO.00 
Space in editorial section 
ige $386.00 $374.00 $362.00 $350.00 
ge 260.00 253.00 246.00 239.00 
Awe 199.00 193.00 187.00 181.00 
we 133.50 120.00 126.50 123.00 


ers, non-cancellable, sold on 
vearly contracts. All including color, 
red, and bleed. 2nd cover, $500. 3rd 
cover, $450. 4th cover, $650 


Western Locker, Western 
Frozen Foods Combined 

hn M. Lansinger, publisher of 
Western Locker, has purchased 
Western Frozen Foods and has 
combined the two magazines into 
one publication. The consolidation 
took effect with the March issue of 
Western Locker, published at 807 
Weatherly building, Portland, Ore. 
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THE KEY MEN 


in every Operating 
Paper and Pulp 


Mill in the U.S. and 
Canada 
























the 1948-49 edition of the PAPER 
AND PULP MILL CATALOGUE 
and Engineering Handbook. \t is 
their basic source book for product 
information. They refer to it the 
year ‘round. They wouldn't be with- 


out it! It goes to press this month! 


LAST CALL for COPY 
CLOSES MAY 31st 


Don't miss your best bet for business in 1948-49. BE 
IN THE CATALOGUE—build and preserve your 
prestige among the men who buy and specify. Back 
up your sales representatives—make their calls 
count. Keep buying information about your 
products before the keymen constantly. BE THERE 
with the facts and you'll get assured consideration. 
It's time NOW to write, wire, or telephone your 
order for representation in the 1948-49 Catalogue. 


YOUR ADVERTISING PAY OFF! 


The best insurance you have for making your 
industry-wide advertising pay off, is to adequately 
catalogue your products in the only reference book 
that fully meets the mill men’s requirements for 
product information. 


This is our “last call”—please hurry! 











b> 


Sess 59 EAST VAN BUREN STREET, CHICAGOS, ILL. 





SOMALI DOSS 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 


BESET EST 
PAPER CEMENT 


wal Adhes st 


PAPERS PAPERS MAGAZINES 
314 So. Federal St.. Chicago 4 

















Holes ore being punched 
all over the oil-rich Rocky 
Mountain Empire—on both 
sides of the Continental 
Divide. To cover the West's 


most active oil fields .. 


Aduertise in 
‘= 


=. 


Var 





e 


ORTER 


News Magazine for Western Oil Mer 
EQUITABLE BLDG., DENVER 2, COLO. 


Net paid circulation 
now over 10,000 daily 


If you sell material or equip- 
ment to the metal producing, 
fabricating, distributor or 
industry it will 


consumer 


pay you to investigate. 


AMERICAN METAL 
MARKET 


Published daily since 1890 


20 Cliff Street 


New York 7, New York 
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Chemical Processing Plants 
May Spend $1.2 Billion 
for Expansion in 1948 


(Our best estimate, based on an ex 
ve held survey ite last year, 

the chemical process indus 

tries vill spend $1.2 billions for 
new plants and equipment in 1948 


\tomi 
| ] 


ommission has already authorized 


n addition, the energy 
more than $500 million for modern 
izing and expanding its great plants 
it Hanford, Wash., Oak Ridge, 
and Los Alamos, N. M. Nor 


‘ this all 


Tenn 
lLarge research laboratories and 


development projects are being 
pushed to completion at Argonne, 
Ill., Brookhaven and Knolls, N. Y., 
Dayton, Ohio, and Berkeley,Calif. 
It adds up to really astounding totals 

actually exceeding the peak of 
wartime demands for certain indus 
finished 


trial raw chemicals and 


products. 

four other frontiers of progress 
in the process industries will be de- 
serving of spec ial attention in the 
months ahead. One of these we have 
] 


ibelled “biochemical engineering.” 


It is the borderland between biology 
that very 


active group of industries that has 


and chemical engineering 


already given us the great antibi 
otics, penicillin and streptomycin, 
following sharply on the heels of the 
sulfa drugs, DDT and other wat 


ime insecticides, fungicides, weed 
killers and plant hormones 

\s our research masters more of 
he secrets of life processes in the 
plant, animal, and human worlds, 


industries are being 


‘ Drocess 
called upon to produce new drugs 


ind pharmaceuticals and also to ex 


tend man’s control over many othe1 
fields of ctivitv, particularly wn 
agi ture 
s brings me to another field 
more intensive and profitable 
ultivation in 1949 — “chemurgical 
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A review of conditions within industries which influence 
industrial marketing procedure, by business paper edit 


2) 
engineering.” Here the underly 
principles are those of chemut 
i.e., putting the science of chemis 
to work in the interest of agri 
ture Reference has already beer 
made to the new crop of agri 
ural chemicals—insecticides, fut 


‘ ides, veTn ifuges, rodenticides 
the revolutionary 
2.4-D to the 


the rare-element 


plant hormones, 
fertilizers. The 


whole trend is toward greater at 


pendence upon science and it is to 


the chemical process industries 
the farmer must look for these 
tal accessories of modern agricul 


ture. 


| or our Iwo other frontiers. ve 


return to the more 


elds of inorganic and 
chemical engineering. Both of these 
have seen new surges of activity in 


Although 


technology had its or 


recent months and years. 
much of our 
gin in early processes in mineral 
and metallurgical operations at the 
beginning of this century, the 

greatly stimulated activity among 


inorganic chemicals. Great new in 


| 
around 


dustries have 


fluorine and phosphorus, for exa 


developed 


ple. The silicones, which bridge the 
gap between the inorganic and 01 


ganic kingdoms in chemistry, are 


but at the beginning of their most 
important development. 

The real glamour girl in our field 
is still “organic chemical engine 
ing.”’ Latest fields of activity are 
the production of petrochemicals 
and the related developments in fuel 
technology. The synthetic-rubve! 
program proved that petroleum 1s 
our greatest chemical raw materia! 
When we got to the place wher« 
were producing butadiene at the rat 
of a billion pounds per year, we 
demonstrated that the organic cl 
ical industry of the future 
have no tear about its raw matt 
resources 


As we carry forward ou 


1 


gram for the utilization of the 


weed killers like 


conventional! 


organic 
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rocarbons of natural gas and pe 
oleum, there is a mounting pro 
iction of organic chemicals for 
e rayon, plastics, resins and sol 


ents industries. Plants now unde 


eons CIRCULATION WHERE IT COUN 


» produce liquid fuels trom natural 
s will also have chemical byprod 
ts in tremendous quantities that 


ust find markets as alcohols, sol 


nts and raw materials tor chemi 
svntnesis Farther off on the 
7on is coal liquetaction one ot 

‘ , , 

e inevitable Foais Of the tue 

re¢ hnologist S 

Some ot the companies that are 
ost active in the five fields that 


tor the y, 
0 é rorego 
1 


e be en sé lec t¢ d 


sum n v of trends include 





ee Oe ee ee ena The Only ABC Paper Covering the 


ngineering: Carbide & 


a Th | rial 


wv au 
anevent 


1} 
e 


msanto Chemical. Kellex and M 
Kellogg Co., Stone & Webster 


ss 


Biochemical Engineering: Merck 

Co., Charles Pfizer & (¢ . Parke 

Davis, Eli Lilly, Commercial Sol 

nts, Abbott Laboratories, Sharpe 

& Dohme, American Cyanamid, 

Dow Chemical, Monsanto Chemical, KABC) 38 Successful 
‘AB 





Years 


closely 
lels production. 
means that your advertising reaches “buy” men who 
can say “okay” and sign orders . . . buttermakers, 
cheesemakers, 
who are in charge of production AND PURCHASES. 
That's why "JOURNAL" 
are so readily responsive to 
. .. why advertisers get so 


, { 4 Creamery Products Industries... 
mw! Butter, Cheese, Dry, Evaporated and Condensed Milks 


. ee Sy ee t. ; Ls 
n Chemicals, General Electric, od st Wherever butter or cheese is made ... or milk is 
concentrated or dried... 


BUTTER AND CHEESE JOURNAL 


reach of a buying-executive. The maps show how 


you'll find the NATIONAL 


. within arm's 
"Journal" pin-point precision coverage paral- 
This direct-contact no-waste circulation 
and concentrated milk plant operators 


selective buy-able subscribers 


"JOURNAL" advertising 


I. du Pont de Nemours & Co., much more for their money. 


Penn Salt. 
It took years to build this quality readership 


hemurgical Enaineerina: Inter 37 years — backed by an editorial 

.: Vl ne ‘ - policy and far-sighted planning that in turn 

onal Minerals & Chemicals, has so solidly helped to build these flourish- 

Commercial Solvents, uaker Oats, ing industries. Today they're a 2 billion dol- 

neral Mills. Dow Chemical. Mon lar market; a vast network of many thousands 

: ; of plants from coast to coast that annually 

santo Chemical, B. F. Goodrich manufacture 2 billion dollars worth of dairy 

Chemical products. Write for the new facts about this 

huge ever-growing market . . . and how 

waganic Chemical Enaineerina the NATIONAL BUTTER AND CHEESE 

) , a JOURNAL can help you enter it PROFIT- 
Pont, Penn Salt, Harshaw, In- ABLY 

and PERMANENTLY. 


ternational Minerals & Chemicals. 


Free to advertisers and 
advertising agencies: 
marketing, merchandis- 
ing data, and live sur- 
vey facts to heip you 
plan more effective ad- 
vertising and increase 














your sales to the dairy 

industries. Lists and ad- | 

dressing-mailing serv- | 

ices at moderate cost. | y 
Ask us — we have it — i 

or get it. wv 





Write for Market Data Surveys 


\ erican Potash & Chemical, Mon THE OLSEN PUBLISHING COMPANY 


santo, Dow, General Electri . Kook 


C1 Mhiamond Alkali 


1445 WN. FIFTH STREET 


MILWAUKEE 12, WISCONSIN 











Jasily ( hema al | aWqgineecring 
ludes Petrochemicals ) Shell Sa aia 
( nical, Carbide and Carbon 
\ icals, Celanese Co Standard 
: ‘ ’ LETTER GADGETS keep those letters out 
0. of New lersey. Hvdrocar of the waste basket and pay for them- 
. : - . selves many times. These are attention- 
IR search, Stanolind., (Jronite getters which triple the pulling power of 
. ‘ letters or circulars when properly used 
, ) daa 1 
ical, I hillips Petroleum, du Send for circular and price list illustrat- 
\lonsanto, Dow, Tennessee Ing many of them. 
| . 2B T 7 T 
ian, Air Reduction and U. S. ale alge 


Room 303, 111 W. Jackson Blvd., Chicago 4 


] 


trial Chemicals 
SIDNEY D. AIRKPATRICK, 
editor. Chemical Engineer 


W. «. Toboldt Named 


'M. aye 2 
or Service’ Editor Colorful - Self Adhesive - Cellophane, processed 
kK Poboldt 1 ointed in Rolls. Easy to buy - Easy to apply - used for 
\f rol is Packaging - Point of Sale advertising- Parts mark- 

lobole 


and Aircraft Wire terminal identification. 


sovytses"" TOPFLIGHT TAPE. YORK. PA. 
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@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 


publication. 

CHICAGO 
Manhattan Bldg. 
NEW YORK 
Whitehall Bldg. 





For over 60 years the leading 
journal of the coal industry 
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Have HIGH Advertising Rates 
Got You Down ? 





Why not take time off to find out 


just how many potential customers 
















in the Baking Industry you are try- 
ing to reach with your advertising 
sales message? Probably you are 
scattering your shot and not reach- 
ing your most highly profitable and 
concentrated market. If you want to 
reach those 4000 or more bakeries 
responsible for 80° of the entire 
Industry production. you can do so 


through 
BAKER’S DIGEST 


Write for 
complete information. 





CHICAGO 6-747 W. Jackson Bivd. 
NEW YORK 17 - 489 Fifth Ave. 











- Choice 
01 
- first-line - 
¢ suppliers 
F {0 : 
. bedding ° 
© producers 
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[| CONTINUED FROM Pace 116] 


Partners in Progress 
their prices, usually fairly quickly. 
hey ask of publishers a form of 
price protection that is not feasible 
and economic in a period of infla- 
tionary price rise such as we have 
been experiencing. 

should be 


\dvertising budgets 


viven greater flexibility. To-day 
they are too much under the dom 
ination of the comptrollers rathet 
than the general sales managers ot 
business. They should be capable of 
being adjusted, throughout the cal 
endar year, to the conditions of the 
market and the nature of the selling 


iob that has to be done. 


Squeezed Out of Business 


The publishing business is the 
only one | know of that is expected 
to absorb cost increases for many 
months before passing on some por 
The squeeze has be 


It has al 


been reflected in the disap 


tion of them 
come a serious problem. 
ready 
pearance of one of Canada’s larg 


est magazines. The publishers to 


dav ask of the advertiser an unde 
They ask 


acceptance of the general principle 


standing of their problem 


that increases in publishing costs 
justifv higher advertising rates, and 
that these rates should become ef 
fective without the lag of a vea 
or more 

What I have just been saying ap 
plies to all publications. There is, 
in the business paper field, another 
reason why we may expect to see a 
steady rise in advertising rates. 

Before the war the rates charged 
were, in very few cases, sufficient 
to enable strong, editorially aggres 
sive business papers to be built up 

You can't do much of a job for 
with a business paper 
at $40, $50 or $o0 a 


an industry 


| 
selling space 


page lhe advertiser gets better 
value at $100 to $200 a page in a 
paper that has high readership 


among a select audience than in a 
weaker paper charging a_ fraction 
ot those rates 

Business paper advertising rates 
are much lower in Canada than in 
the United States. For purposes of 
this talk | had an analysis made of 
the rate per page per thousand cir 
culation in the leading U. S. busi- 
ness papers and the leading Can 


Continued on Page 147) 





















10. Tips on Space Buying 









More Than Double Trouble. 


You'd be worried too, if you bought space 
the way this Space Buyer does. He paid ot 
tention to the space salesmen who shouted 
the loudest, used the most competitive argu- 
ments. He didn't even look at an A B C 
statement, analyze the percentage of effective 
readers, or study the editorial content. Now 
he wonders why he's not getting results. 

You'll find that careful analysis of the facts 
makes space buying easy and pays off in re 
sults. In seeking a publication to reach the 
Water and Sewage fields you will find the 
facts on WATER & SEWAGE WORKS are 
presented in such a way that analysis is sim 
ple, quick and easy. Being the only publico 
tion that covers both of these fields, WATER 
& SEWAGE WORKS doesn't need to spend 
a lot of your time on superficial arguments 


Write or Call Mr. Cocker Now for 
Latest Folder — Media File Folder 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST., CHICAGO 10, ILL. 


WEW YORK - CLEVELAND - LOS ANGELES - SAN FRANCISCO 





Plaslicsa Would 





Products Begin 
with IDEAS 


DEAS for design are coupled 


with considerations of mater! 
als—especially new materials 
‘THE men responsible for 
Product Research, Develop- 
ment and Design in 
which can, or do, use plast 
ook to PLASTICS WORLD t 


ideas on the selection and us 


industries 


ot plastics 


kK ACH month, 
A 


for information from advert 


hundreds writ 


tisers 

“NGINEERS, Production a: 
4 Purchasing people are co 
ered, too. 

A> a means of selling plasti 
43 to industry PLASTI 
WORLD has no equal 


7x10 space, or standard 
1/9 and 2/9 page units. 
Ask for complete FACTS 


CLEWORTH PUBLISHING CO., Inc. 
551 Fifth Avenue, New York 17, N. ) 
Chicago « Cleveland « Los Angeles * 
San Francisco 
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[CONTINUED FROM Pace 146] 


Partners in Progress Heres the answer to Low Cost 


adian business papers—in both cases 

in the industrial field. Here are the , 

comparisons : 4 } 
U.S. rate 








Rate per page per M exceeds 


Circulation Canada U.S.A. Canada by 

Under 3,000 $32.38 $49.20 50% 

3,000 - 6,000 18.55 31.71 70%, 

6.000 - 10,000 14.17 23.67 67%, 

10,000 - 15,000 10.98 18.76 70%, See — 


STANDARD RATE and 
I would expect to see the rates DATA SERVICE. 


in Canada gradually rise to the U. S February 15 
level. When they do the whole busi 


ness paper picture will gain im Class 69, Page 337— rm 


measurably in strength; and_ the SS. - 

‘ ~ 

oli Ta: eiiiacinintes INDUSTRIAL MAINTENANCE . 
Obviously, increasing rates pei ’ 


advertising page presents a problem 


~~ 


benefit to the industrial advertise 


to the advertising manager. He must e 
fit the rates into his budget and he 
does not always succeed in selling 
anagement on an increased budget 
Phere ave various wave m which be Note: No. 1—that the sworn circulation, 6 months average, is 89,041 
can make his budget do a bigger —46°/, more than that of the nearest competitor. 
joo tor num kes? Note: No. 2—that the rate per |/9 page unit, one time basis, is 18°, 
l. By better copy, that will in less per 1000 readers than that of the next largest paper 


in the field—and the cost, per 100 readers, is $1.64. 


sure higher readership for his ad 


vertising. 


2. By repetition of advertising Do a little figuring on your own. Prove to yourself that no other paper 
copy. The recent report on the in this field offers you such a complete coverage of ALL INDUSTRY at 
Study of Repeated Advertise any price—much less at such low cost per 1000 readers. 


ments demonstrates abundantl\ 
Gen: the witeiattn dim ots inmeouniiinas Write to one or two |.M. advertisers and ask ‘What inquiries and sales 


in preparation costs can be great have you received from INDUSTRIAL MAINTENANCE?" 


y enhanced by repetition of the A little trouble, we grant you, but well worth it, for it will point out the 
— ee proved, indisputable way to “Low Cost Inquiries and Sales.” 


3. By concentrating the adver 


ising budget on advertising. Too Send for a copy of the latest INDUSTRIAL MAINTENANCE 
nany firms permit their budgets Certified Circulation Audit, Rate card and Statements by 

to be eroded bv semi philan- Advertisers of the results they have obtained. The year is 
ee ee flies 4 thes. Ws ee young and there is still time to get on the right track— 
iropic appeals ; by “advertising”, TODAY! 


o-called, in programs for the 


undrymen’s picnic, the civil INDUSTRIAL MAINTENANCE 


ervice staff magazine, etc. 
ik Be a Ge seeded aie 3623-27 Filbert Street, PHILADELPHIA 4, PA. 


tion in the choice of the busi 





ess papers to be used. The in- 
istrial advertising manager NOW T S y B tt 
eds to be very firm in spending eee O erve Ou e er 
s budget. He should advertise 
those publications whose edi @ a new, modern plant 
rial strength and selective cir- 
NORE in AOE eee Salers @ 47,000 square feet of space 
ation insure him of readership 

his advertising. @ increased production facilities 

© 


enlarged design staff 
H. 8. Friedman Joins 


Bon! a 
Sere ag: 0: A GENERAL EXHIBITS & DISPLAYS, INC. 


ired-George Associates has joined the After May Ist — 2100 N. Racine Ave., Chicago 14, Ill. 
tising copy staff of Breskin Publi- 
al Ss 


INDUSTRIAL MARKETING, May, 1948 147 


4 
‘ 




















You can make* 


3,000 


¥ alta day / 


by Exhibiting Your Equipment 












* Over 12,000 buying officials of the 
steel industry will attend the 


= steel show in four days 


phone, wire, write 


ASSOCIATION OF IRON & STEEL ENGINEERS 
1010 Empire Building, Pittsburgh, Pa 
ATlantic 6323 


BRT 





Three Important Points for 
Construction Equipment Advertisers 


When the product you are advertis- 

* ing has to do with the design, mix- 

ing, transporting, handling, Termine, 

placing, finishing or curing of concrete, of 

precast concrete products, or ready- mixed 

concrete—then these are your only real 
customer prospects: 


2 The contractor who does concrete 
* construction work; 

The concrete products manufacturer; 

The ready-mixed concrete producer. 


And CONCRETE is the only publica- 
* tion that gives you effective and 
wasteless coverage of al! three. 


Write today for complete informa- 
tion and latest circulation figures 










CONCRETE PUBLISHING CORP. 
1937 DAILY NEWS BLDG. CHICAGO 6, 






Alsg! ; Sanaa 


ciation Conterence, 


tion, Convention Hall, 


Industrial Shows & Exhibits 





















Mav 11-14. Radio Parts & Electron 


beout r ( onterence hicago 

Ma l 2 Internationa Petroleun 
| $ ind gress Expositio 
(sf <a ( )} i 

M 2. National Maru Exposi 

( d ( tral Palace, N York 

Mav 1-227 \merican Society { Me 
chanical E1 ers—Oil and Gas Power 
1) St. Louis 

Ma 23-2 National Oft« Manag 
ent -\ssociati St. | 1s 

\ j Na i \ssociat 
Mast ri b rs P id Ipt 1 

Mla 4 ) NT, } and Mi ' 
Hlomes Show, Bost 

Ma 7-29 \utomotive Eng kk 
, af 

\l 0) 6. Southwest Indus 

I sit | W ort 

\I | 2 Na i Ass lati ot 
ath i \ ts Conventior ind | 

m-a-S Wald \storia New 
Vi ‘ 

Tay ] 2 ( idiat Interna 
tio | cle | i \ al dar Nationa 
exhib Parl nto, Canada 


Exhihi 


Tuam 7 12 International | xposition ot 
Textiles, Trimmings, and Factory Equip 
Grand Central Palace New York 
udian International Track 


Jur 13-19 American Library Asso- 
\tlantic City 
National Association of 


Binlding (Jwners and Managers. st 


International In 
lustrial Exposition, Million Dollar Piet 


} une 26 Sept 1] 


lune 28-Tuly 2 \merican 


rs’ Society Indu 


Electroplat 
strial Finishing Expos! 
Atlantic City 

J une 0-Tuly 3 National Catholi 


, 
i 
Building Conventiot and Expositiotr 


luly | International Trade Mart, N« 


lv ] l ius il | 1s o Expositior 
\tlantic City 
y ¢ 10 2 International Stor 
‘ itl » Grand Central 
Liat Ni York 
luty ( } \merica Read Builders 
\ ition S Soldiers Field, Chi 
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Supplies Exposition, New York City 
Aug. 9-12. Automobile 
position, Chicago 
\ug 10-13 Westert Packaging 
posiuol 
\ug 
Power Engi 
\ug. 23-27. Photographers Associat 


\c cessories | 








o! \merica, Chi igo 
\ug. 27-Sept. 11. Canadian Natio 


Exhibition, Exhibition Park, Toront 


Sept 8-10 Railway Electric Su 


\ssociation, Hotel S 


ma \ nicago 

Sept 1] Mac Po and I ngirne 
I! | x ibiti (Oly i Londot | 
_— 
id i 

Sept 7. Instrument Conference ; 





Philadelphia 

Sept. 19-22. Allied Railway Supply 
sociatio She in Hotel, Chicag 

Sept. 20-23. Bridge and Building S 
ply Men's Association, Stevens H 
Chi if 

Sept. 20-23 American Hospital 
sociation, Atlantic City 

Sept. 20-23 American Mining ‘| 


onvention and | 


eress Metal Mining ( 
position, San Francisco 
National P! 
tics Exposition, Grand Central Pala 
New York City 

Sept. 28-Oct. 1. Iron & 


Cleveland 


Sept 27 (Jct ] 3rd 


Steel Er 


neers Expositiotr 


American Trat 
Atlantic City 
Industries | 


Week of Oct. 2 
\ssociation, Auditorium, 
Oct. 2-10. Construction 


sition, Sam Houston Coliseum, H: 


uthern Textile I 
Textil Hall, 


(ct }-9) Lat ~ 


Greeny 


Oct. 5-7. National Contract Hardv 
House, Chicag 
Oct. 5-7 Industrial Packaging 
Materials 
Sherman, Chicag 
Oct. 9-17 National 
Navy Pier, Chicago 
(dct. 10-14. Association of School B 
ness Ofthcials, St. Louis 
National Chen 
Exposition, Coliseum, Chicago 
Oct. 12-16 National Ha 
(;rand Central Valace. New Yorl 


Oct 18-21 | 


\ssociation, Palmer 
Handling Exposition, H 


i 


Trailer | 





Show, 


Oct. 12-16. Fifth 
rdware S 
deration of ‘S« 
Works Association, Detroit, Michig 

Oct 23-2 \merican Institut 
Laundering, Publi \uditorium, ( 
land 


>< ) 
(Jet 5-2ZY 


National Metal Exposi' 
(Convention Hall, Philadelphia 


Oct. 25-30. Dairy Industries | 






tion, Convention Hall, Atlantic City 
Oct. 25-30. National Business 5S 

Grand Central Palace, New York 
(ct 26-28 National Frozet 

Lock Association, Sherman Hotel 











HHI 











Nov. 4-6. National Electronics Confer- 
e, Edgewater Beach Hotel, Chicago. 
Nov. 8-12. National Hotel Exposition, 
and Central Palace, New York 
Nov. 15-19. International Beverage Ex- 
sition, Auditorium, Atlantic City 

Nov. 29-Dec. 4. National Exposition 
Power & Mechanical Engineering, 
vy York 
Nov. (Date Not Set International 
sociation of Fire Chiefs, Miami, Fla 
Jan. 24-28, 1949. International Heating 
| Ventilating Exposition, Chicago 

in. 24-27, 1949. National Automobil 
ilers Equipment Exhibition, Civic 


litorium, San Francisco 


eb 7 ll. 1949 \utomotive Acces 
ies Manufacturer of America, Grand 


ntral Palace. New York 


Mar. 8-10, 1949. Midwest Hotel Show, 
Palmer House, Chicago 
Mar. 29-30, 1949. Internationa] Light 


Exposition, Stevens Hotel, Chicago 


wv. 1-5, 1949. Pacific Chemical Expo 
Civic Auditorium, San Francisco 
Nov. 14, 1949. 6th All-Industry Re 
geration and Air Conditioning Exposi 
Auditorium, Atlantic City 


McGraw-Hill Promotes Paxton, 
Boger New Publisher 
\lbert E. Paxton, publisher of Engi 
N vs-Re ra and ( nstructio 
is, has been named district man 
ot the western district (Chicago 
1 regional vice-president of the Mc 
Graw-Hill Publishing Company. He suc 
ds P. D. Allen and J. M. Rodger. M1 
Rodger, former regional vice-president, 
ontinue as a vice-president of the 
mpany with headquarters in Chicago 
Boger, publisher of Aviation 
recently combined with Air 7 rans- 
will take over the post of publisher 
two magazines Mr. Paxton has 
directing 
\ir. Paxton has been with Engineering 
s-Record and Construction Methods 
1937, holding the position of man 
and of publisher since 1945 
Ir. Boger has been with McGraw-Hill 
1928 except tor a p riod oft thre« 
rs. He served with the advertising staff 
ining publications and later with the 
izines whose direction he will as 
H 
McGraw-Hill aviation publications in 
ind publisher Jan. 1, 194, 


became general manager of 


Dr. Thomas R. Ponton Dies 


Thomas R. Ponton, 73, editor of 


tal Management for the past de 

died in a hospital at Redlands, 
{ April 2 

Ponton was a national figure i 

spital field for more than a quarter 


entury. Born in Canada in 1874, 


s graduated from the University 


,onton represented the American 
Surgeons tor many years 
t 


5 i! ‘ 
anayvement since 


Hospital M 


d had been 








—_ 
suntee 


eet 
ae? 
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TOP MANAGEMENT'S preference for MILK PLANT 
MONTHLY as an advertising medium can be summed 
up in one word .. . RESULTS! 


Prompt reader response and constant results at low cost 
per reader... Truly the best yardstick by which a pub- 
lication can be evaluated. 


The wealth of Factual Data, Editorial Excellence and 
helpful hints on “Best Practice" in the industry insures 
M.P.M.'s being read from Cover to Cover. 


Advertisers know that Milk Plant Monthly readers are 
those whose YES counts most . . . Reach the men who 
DECIDE thru the publication which has HELPED them 
decide .. . Since 1912. 


Consult your Advertising Agency or write today for 
detailed information and rates. 


* 
FOR DETAILED 
EFERENCE DATA 
36) 
INDUSTRIAL MARKETING 5 


industrial 
MARKET 


327 SOUTH LA SALLE STREET, CHICAGO 4 DATA BOOK 








THE INDUSTRIAL MARKET DATA BOOK 


is the only reference source which contains 
basic statistical information on 86 primary in- 
dustrial and trade markets . . . and detailed data on 


the publications serving them. 


Analyze Markets and Media simultaneously _ in: 


THE INDUSTRIAL MARKET DATA BOOK 
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...returns! 


...-results! 


POWER 


A McGRAW-HILL PUBLICATION 
330 W. 42nd St., New York 18, N. Y. 








20,000 


Telephone 
Exchanges 
presenta 


Profitable 
Market 


for many items 


Only ONE 
Trade Magazine 
Reaches This 
ENTIRE Market! 


Fortnightly 


TELEPHONE ENGINEER 


Write fer Complimentery Cepies, 
Rate Cerds, etc. 


7720 Sheridan Road CHICAGO 26 
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Charging for Catalogs 


terial furnished above and beyond 
their original 
billed to them at cost. Dealers and 
distributors are handled in the same 
manner, with the exception that 
they are not charged a proportion 
of the original expense and then 
only the unit cost of the amount of 
material they require 

This company provides single 
sheet envelope stuffers and adver- 
tising matter of this nature without 
cost to its distributors. Cost of 
production of these items is car 
ried by the parent company and its 


branches 


No Share-The-Space 
For This Company 


\ manufacturer of internal com 
bustion engines absorbs all costs of 
production on catalogs and advertis 
ing literature and charges the dealer 
only the reprint cost of the material. 
This company, however, said, “But 
never, never, have or will we share 
space costs in_ publications—too 
much grief. We'd rather pay for 
the whole works, or skip it alto 
gethet 

\ company in the gymnasium 
equipment field said cuts, photo- 
graphs, etc., are furnished to sales 
representatives who desire to sup 
plement factory literature with ma 
terial of their own. This manufac 
turer added that his company was 
seeking some method whereby its 
sales representatives would share 
costs on all catalogs and promo- 
tional material. 

\ disadvantage of cost sharing 
was pointed out by a manufacturer 
of machine tools and construction 
machinery. “Dealers may wish to 
dictate as to content or method 
presentation if they are carrying 
part of the expense,” he said. 


Gage Publishing Announces 
Electrical Design Awards 


The 10th Annual Electrical Manufac- 
turing Product Design Awards have been 
announced by Gage Publishing Company, 
New York. The awards consist of five 
cash purses totaling $2,500 for the most 
interesting and realistic accounts of prod- 
uct development 

Closing date tor the filing of manu 
scripts is June 30. Results of the competi- 
tion and winning manuscripts will be an- 
nounced in the October product design 
number of Electrical Manufacturing 





requirements, are 









Most Effective 


READERSHIP 





FIRST-READ and BEST-READ be. 
cause of outstanding editorial content 
geared to the interest of dealer-owners. 


F.E.R. is their own publication. 


“KEY MEN” Circulation 


85% of well-rated implement dealer- 
belong to the National Retail Farm 
Equipment Ass’n. These “KEY MEN” 


place the orders and sign the checks. 


You'll reach them most effec. > 
tively in F.E.R. 


FARM EQuipment/” 


1014 LOCUST ST ST. LOUIS 1, MO 
Official Publication - National Retail Farm Equipment Assn 


<do SELLS 


Wherever there is life there is color. Full 
Color Reproduction can make your illustra 
tions of your plant or products stand out 
and deliver a true to life selling message 
to your markets. 

The House of Photography produces spark 
ling dye transfer color prints from your 
own Kodachrome or Ektachrome transpar 
encies, or complete color separation neg 
atives can be produced ready for delivery 
to Lithographers or Engravers. 


rae. Go. lagu 


Dept. E-1, 137 N. Topeka, Wichita, Kansos | 























“SNIPS” 
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[CONTINUED FROM PacGE 106] 


High Cost of Selling 


to be helpful. How many accounts 
your salesmen have’ What is 

e average size per account? (You 
int to examine the picture for 
each individual salesman; don’t be 
wled by general “averages” which 
mceal more than they reveal.) 
hat is the average order size per 
calls do the 
lesmen make on each account? 


ilesman? How many 


f 


© high call-frequency, especially 
“pet” accounts whose volume 
oesn’t warrant it, can inflate sales 
How much “credit” do sales 
en get from accounts assigned to 
em which are not called on? 
Your number of accounts per 
ilesman should be based on your 
estimates of ideal call-frequency 
ach salesman should have a num 
er Of accounts slightly smaller than 
e can spend full time on if he’s 
selling as he should. This provides 
in incentive for him to do some 
“prospecting,” whereas too long a 
st of present accounts discourages 
rospecting. 
Where you are selling through 
niddlemen, reconsider your distri- 
bution channels in the light of to 
lay’s operations. This sounds like 


ne of those dreamy, ac 
wsals. Actually, it isn’t. You should 
examine your pattern, product by 


ademic pro 


oduct, starting with those on 
hich you are not yet achieving 
ur volume objectives. 

Check also those which are slip- 
ng. Check for adequacy of cover 
ive through present distributors, es 
pecially in territories where your 

lume is disappointing. You might 

eck for recent additions to the 
nes of your distributors—are they 
being lured away from your line to 

eener pastures” 

* * * 


1 a distribution-cost reduction 
sram, the major areas to explore 
are these: 
\Vhat are we selling ? 
lo whom are we selling it ? 
How are we selling it? 
three points developed above 
ipp'y to these areas. Product lines 
market is the “to 
ne and the sales force is the 


the “what,” 


’ Lower distribution costs re- 
from increased knowledge in 


ur ne of those three areas. 
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manufacturers in establishing more 
effective outlets. 
Through the pages of Construc- 


Constructioneer . .. the basic publi- 
cation of the Construction Industry 
in the Middle Atlantic Area 

serves as a middle man between tioneer, your message reaches more 
buyer and seller . between con- than 8,500 contractors, engineers 


tractors and engineers .. . between and public works officials effectively 


producer, dealer and consumer. and economically. Constructioneer 
Constructioneer aids distributors in will sell your share of business in 


obtaining suitable lines . . . assists this 2-billion dollar annual market. 


556 High Street, Newark 2, N. J. 


Constructioneer 


Engineering Work in New York, Pennsylvania, New Jersey, Maryland ond Delawar 














FOR DETAILED 


LOOK FOR 
THIS EMBLEM 


When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
Data Book. It means you can find facts on the publication's editorial 
services, circulation, influence, market studies, and similar information, 
adjacent to complete data on the market it serves. 
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